Next Week 
You Will Find 


in “The Recorder” 


How to Set Up a Sales Quota 


“4 Mid-Summer Clerk Week” makes 
a most timely issue for we show a mer- 
chant how to set up a sales quota. We 
also stress that more sales are lost 
through inefficiency at the fitting stool 
than through merchandise defects and 
that the customer never comes back 
again who has been mis-served by an 
incompetent clerk. 


This is one issue in which we tell the 
merchant to look his selling staff 
straight in the face and say: “It can 
be improved” for knowledge is power 
and wisdom comes in its use. 


* * * 


A proud merchant tells in this issue 
that “with no P.M.’s, no jack-pots— 
nothing more than a _ wiilingness to 
work with, not against me,” he gets 
sales plus customers for men are not 
robots, but partners in the job. 


Vv 
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~particularly of men who sell (or should sell) shoes 





These honest, handsome shoes are fashioned They belong in your store, where their absolute 
faithfully in heart-and-soul reproduction of the authenticity of fashion, their excellent leathers, 
town shoes you see in St. James Street, London, their perfect pricing, and their national aclver- 
in Madison Avenue, New York, in the ward-_ tising will combine to give you the volume and 
robes of gentlemen who establish the fashions profit showing you did not even dare to hope 
the whole world follows, the whole world wants. for in 1932. Difficult to believe? Of course- 


They belong in any well- Faithful reproductions of the world’s until you see Crosby Square 


dressed gentleman’s closet. finest custom made shoes for sport, and learn what is back of them. 
walking, town and dress. Priced 


to retail at a profit from $5 to $6. 
WALTER BOOTH SHOE COMPANY ~ 302 North Broadway ~ Milwaukee, Wisconsin 
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The VOICE of the TRADE 


A. P. Gilbert 


of the Gilbert Shoe Company, 
Thiensville, Wis., has an aggres- 
sive viewpoint on the future of the 
children’s shoe business. 

Some 20 years ago he was a 
prize fighter of real merit, known 
as “Kid Gilbert,” and in today’s 
battle for business, he believes that 
the more new points that can be 
brought into a product—the better 
the opportunity for winning. He 
has, therefore, invented some four- 
teen new and improved methods of 


\ — 
s 
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making children’s shoes. His 
seamless quarter is a knockout. 
Training children’s feet to walk 
down the path leading to health 
and comfort prompted his selec- 
tion of the name of “Kali-Sten- 
Iks’—molds the healthy foot— 
tor exercise is considered by him 


the basis for health and happiness. 
x * * 


CGeorge F. Johnson, 


chairman of the board of Endicott 
Johnson Corporation, favors na- 
tional law for work hours: 

“We have States now where we 
compete with manufacturers who 
have no labor laws whatever—in 
towns of 3000 inhabitants or less. 
They can work as many hours as it 
pleases them to work. They have 
factories given to them by the com- 
munity, exempt from taxes. And 
so we start off with that kind of a 
handicap. 

“We cannot prevent this kind of 
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people from exploiting labor, so 
far as wages are concerned. We 
cannot prevent them from securing 
factories for nothing, without taxes 
to pay. But we could prevent them 
from working 50 to 70 hours a 
week if it pleased them ; and inso- 
far as the employment of children 
is concerned—they would not have 
any advantage over other States 
which today have more liberal 
laws seeking to protect labor— 
women and children as well as 
men. In other words, we would 
go half way anyhow, in trying to 
equalize conditions under which all 
manufacturers must labor and hope 


to compete in open markets.” 
* * * 


A pair of “Kentucky 


square toes,” brought to light in 
Lynn the other day, are blessed 
with pull straps, anchored down to 
the heel seat, gores in the tops, 


~ y—) 
a mS 
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buttons on the side, the pancake 
style, like those now coming into 
style for ornamenting women’s 
shoes, and toes long and almost 
rectangular—for the shoes were 
fashioned over an almest straight 
last. 

Shoes like these were made in 
Lynn for Kentucky gentlemen 
fifty years or so ago. They were 
identified as a product of the 
Charles A. Coffin factory. Mr. 
Coffin is the shoemaker who volun- 
teered to keep the books for the 
“cradle” in which an infant elec- 
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trical industry was rocked in 
Lynn, and eventually he became 
the president of the General Elec- 
tric Company. 

And so another romance in 


shoes. 
* * * 


Extra profits come 
to the sales book of Marcus Mc- 
Weeney, manager of Kennedy & 
Company’s clothing stores at Bos- 
ton, who during the recent two 


HAVE | GOT 
EVERY FHING 2 {> 
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years has established new records 
in the sale of shoe trees and ac- 
cessories. 

McWeeney, a shoe man of the 
old school, has sold more trees over 
a period of eighteen months to- 
gether with other accessories, in- 
cluding laces, polishes, etc., in his 
men’s departments—which include 
several suburban stores. He at- 
tributes this selling record to the 
suggestive selling instructions he 
has lined up his clerks to say: 
“Mr. Customer preserve your foot- 
wear and it will stay by you so 


much longer.” 
x * x 


Matching his skill 


against that of a number of guides 
in the New Brunswick region, 
Blanchard Shriner — well-known 
head of the French, Shriner & Ur- 
ner Co.—is reported to have 
landed one of the largest salmon 
caught this year, and with it a pool 
consisting of $350, contributed by 





























































the camp's members for the prize 
catch of the week. 

Equally as good a sportsman as 
he is an angler and shoemaker, Mr. 
Shriner is reported to have passed 
his prize money over to the gen- 
eral campaign committee seeking 
funds for the community hospital 
in the vicinity of the camp. 
ae a 


Scientific tests to 
determine the degree of durability 
possessed| by those grades and 
weights of leather used in insoles 
is being conducted in the research 
laboratories of the Massachusetts 
Institute of Technology under the 
auspices of the Leather Insole and 
Split Associates, Inc. 

“We expect,” says -Oscar Hor- 
ton, president of the association, 
“that these tests will furnish proof 
of our contention that no substitute 
material will give the same real ser- 
vice as genuine leather. The tests 
include everything we could devise 

-tensile strength, resistance to 
abrasion and to the action of those 
acids found in perspiration, flex- 
ibility, porosity and many others. 

“We are also testing ‘shoes on 
the human foot—pairs having been 
made with one shoe equipped with 
a good leather insole and the other 
with an insole of substitute mate- 
rial. These are to be given hard 
wear and reports made of their 
condition from time to time until 
the shoes are worn out.” 








Frank J. A. Perry, 


salesman for Walden & Perry, 
Inc., of Lynn, has a new version 
of heel hammer, which is some- 
thing different from hammer heel. 

“TI was watching a tennis match,” 


says he. “The pins holding down 
the tape marking the bounds of the 
court got pulled up when one play- 
er stubbed his toe on the tape. I 
started to look for a hammer, or 
a mallet with which to pound the 
pins back into place. Almost be- 
fore I got started on my quest, out 
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150% MEN 


—"Yesterday,” said a business leader to 
me recently, “I was looking for 100% men. 
Today | am looking for 150% men. 

—‘“Business needs men who can do the 
seemingly impossible; men of tremendous 
energy, initiative and creative genius. There 
are many such men, and they are the ones 
who are going to lead us back to pros- 
perity.”” 

—Business is preparing to do a great job. 
If our political and banking world can pro- 
duce new talent to measure up to the “new” 
man-standard of business, we'll soon be 
finding our way out of the woods. 


ye ys a 


President. 








from the side lines stepped a fair 
spectator, pulled a pump off her 
foot, and with the heel of the pump 
as a hammer, she pounded the pins 
hard down and firm and then non- 
chalantly stepped back to the side- 
lines—first replacing her shoe on 
her foot—and the game went on. 
All that I’ve got to say,’ con- 
cluded Mr. Perry, “is that shoe- 
makers know how to put on wood 
heels to stay these days.” 
oe 


hie National C. M.A. 


(Colored Men’s Association ) 
Stores are now planning a volun- 
tary chain of shoe dealers to oper- 
ate in Harlem and the South. 
About thirty-three vears 
Booker T. Washington opened a 
laboratory for studying the possi- 
bilities of business sense of 
negroes. Only recently, however, 
has the idea grown of developing 
model stores under the manage- 
ment of merchants catering exclu- 
sively to the colored trade. The 
idea has received an impetus in the 
belief that it will give more jobs to 
unemploved negroes. 

xk * x 


ago. 


Ve can never tell 


what noble purposes the humblest 
occupation may serve. Take Tony 
Salimando, who conducts the shoe 
shine stand at the Boston Y. M. 
C. A. 
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Tony's brushes make _ soiled 
shoes clean. That is useful in it- 
self. But there is more than that 
inthe labor Tony puts into his 
brushing. . The nickels and dimes 
he takes in have been helping his 
sons to business and professional 
careers. 

One son is studying medicine in 
Naples, another engineering. .\ 
third son has set up as a contrac- 
tor in this country. A fourth is in 
the clothing business. 

$i++ 


Figuring the recent 
German census bulletins, it ap- 
pears that the average German is 
now getting along with less than 
one pair a year, whereas five years 
ago he had 1'4 pairs a year. The 
question comes, of course, as to 
whether he is buying strong shocs 
that year longer, or is buying the 
same old grades and wearing 


them thinner. 
* ok Ox 


Unique lasts and 


methods of construction are the 
tools of the trade in the factory of 
Gerrit -Tembrink of Holland, 
Mich., who specializes in the mak- 
ing of wooden shoes—just as he 
did a number of years in the Neth- 
erlands, where they are traditional 
footwear. He does all the work 
by hand, and considerable skill is 
called for in fashioning the shoes, 
which have distinctive sizes and 
styles. 
* ok x 


YOUR FATHER — 
FINALLY WOUND UP 
IN A DUMP 


The Brockton Enterprise 


prints the following: 

“A shoe manufacturer heard the 
current story that pickled sheep- 
skin (raw skins ready to le 
tanned) were being thrown into 
the dumps for lack of demand for 
sheep leather ; and like the famous 
‘Man from Missouri,’ he wouldn't 
believe unti! he had seen; so he 
went to the dump and there viewed 
the raw material for leather that 
had been thrown away because the 
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prices paid for finished leather do 
not warrant the tanning of the 
skins. And those skins were hauled 
across the ocean to Massachusetts 
tanneries. 


* XK 


Shoe men who seek 
immediate sales at a sacrifice of a 
pair profit and substitute quality in 
the shoe to meet competition today 
are “barking up the wrong tree” in 
the opinion of John A. Curtis, wide- 
ly known New England manufac- 
turer who can boast today of one 
of the busiest of New England’s 
men's factories running to capacity 
and able to do so because “we have 
fought for a fair price and refused 
to sacrifice quality and real work- 
manship.” 

“Retailers and department store 
huvers now realize the danger in 
the so-called price merchandise,” 
he recently declared—adding : 
“there is, however, a definite trend 
toward a real shoe by buyers who 
have gone through a campaign of 
‘low priced shoes’ and lost cus- 
tomers but gained the wisdom that 
has sent them back to quality. 

“Our prices have remained un- 
changed and we have put into our 
line to further improve it what- 
ever savings we might have af- 
fected the past year and our re- 
peat orders speak for themselves.” 


* * * 


Harold O. Leiser 
of Walter Booth Shoe Company, 
tells through Printers’ Ink: 


“Realizing that interest in our 
product and our company could be 
obtained in our business-paper ad- 
vertising, we were not expecting 
loads of inquiries, and naturally 
were not disappointed. We ex- 
pected only what we knew was pos- 
sible and just to receive. 

“There is another thing which 
our business-paper advertising did 
and which all business-paper ad- 
vertising can do. It enthuses the 
salesmen. It gives them something 
to think about. It makes them 
work harder for new sales” 


*k *k * 


a) 


W itlard W. Wulff 


of the Wulff Shoe Company of 
Colorado Springs, Col., found the 
historical window to have the best 
eye appeal with the public. 

He has collected antique shoes 
from all parts of the world; and, 
believe it or not, the native-made 
sandals from Hoi and Yezzo 
Islands has almost changed the 
ejaculation “Oh Yeah.” 

The prize section of the selec- 
tion includes moccasins from fa- 
mous Indian tribes (Apache, 
Sioux, Arapahoe, Shoshone, Ute, 
Onondaga and Hudson Bay). 

The display is used twice a 
year and never fails to attract the 
people in increasing numbers. 


D.. Walter H. Burns, 


health commissioner of Lynn, has 
gone on the warpath against ‘‘ath- 
lete’s foot,” which has afflicted al- 
ready several high school boys and 
will spread unless checked. 

The doctor says this disease is a 
form of ring worm, and that it is 
called “‘athlete’s foot’ because it is 
a contagion that spreads in locker 
rooms of athletic organizations— 
parasites from the floors getting 
into the bare feet of athletes and 
causing sores on the skin. These 
parasites spread from one locker 
room to another on the feet of 
athletes—even by the feet of dogs 
and cats. They will also travel in 
towels. Doctor Burns says that 
when the disease appears the sores 
should be immediately treated and, 
furthermore, the origin of the dis- 
ease traced to its source, and if 
that source is the floor of a locker 
room, shower, bathroom or gymna- 
sium—then it should be promptly 
sterilized. 


ers production 
of leather footwear during the first 
quarter of this year was 10 per cent 
greater than during the corre- 
sponding period in 1931, Consul 
General Sauer of Toronto reports 


to the U. S. Commerce depart- 
ment. 

The output totaled 4,390,000 
pairs this year as compared with 
3,992,000 pairs during the three 


months last year. 
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Prior Art in Design Patents — 


The Wealth 
of Prior Art in 


Battle with the 


Genius of Invention 


To test the validity of design 
patent, a number of cases have been prepared—the 
most important of which surround the claims of Frank 
Grossman, his heirs or assigns. The design patent 
was issued by the Patent Office on the 28th day of 
July, 1931—covering what is commonly known as 
the “Prince of Wales” upper. 

The patent paper gives the exclusive right to “make, 
use and vend the said design throughout the United 
States and territories thereof.” The real secret of 
the pattern was the change made to an easy sliding 
loop which permitted the lace to slide vertically with 
the foot instead of the in and out effect that you vet 
with an eyelet. The lace fingers on both sides of the 
shoe ended in a loop. The tongue was eliminted and 
the shoe had many merits and a pretty general accept- 
ance everywhere. 

It was a natural desire on the part of Frank Gross- 
man, as member of the firm of Julius Grossman, Inc., 
of Brooklyn, to protect his design patent in its claim 
that it was the first invention of a new, original and 
ornamental design for shoes—and was filed on May 
28, 1931. 


The Sleeve effect 
became the point at 
issue in the Prince 
of Wales pattern. 


Now the design Patent Law has ten very important 
words therein, subject to interpretation. They read: 
“Must have about it something of the genius of 11- 
vention.” 

In the particular case of Julius Grossman, Inc. 
plaintiff—vs. Elco Shoe Manufacturers, Inc., deien- 
dant—Attorney Perskin drafted a Bill of Particulars, 
emphasizing the point that there were examples of 
“prior art” having points of similarity. For example: 
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Is Style a Common Heritage? 


“Andre Perugia of Paris, France, making and 
selling shoes incorporating therein said designs of the 
patents aforesaid since prior to November 13, 1929, 
same being made and sold in the United States and 
foreign countries and to whom patent was issued on 
the 3lst day of March, 1931, bearing U. S. Patent 
Number 1,798,271. i oe 

“Henry Lifschutz of Brooklyn, New York, who de- 
signed and adapted to use shoes incorporating therein 
designs identical or similar to those disclosed in Pat- 
ents Numbers 84,741 and 84,742 and used reasonable 
and the necessary diligence in perfecting the same in 
the factory of the Elco Shoe Manufacturers, Inc., at 
Brooklyn, New York, from a date prior to May 28, 
1931. 

“Morris Lapidus of Brooklyn, New York, who de- 
signed and adapted to use shoes incorporatitng therein 
designs identical or similar to those disclosed in Pat- 
ents Numbers 84,741 and 84;742 and used reasonable 
and the necessary diligence in perfecting the same in 
his factory at Brooklyn, New York, from a date prior 
to May 28th, 1931. 


M4 T ; ae 
hat the designs described in 
Patents Numbers 84,741 and 84,742 had been known, 
exploited, advertised, sold and used long prior to the 
date of the supposed invention thereof by Frank 
Grossman and the said alleged inventions in the afore- 
said Design Patent Numbers 84,741 and 84,742 and/or 
each and every substantial part thereof had been 
known, employed and/or used in the manufacture 
and sale of women’s shoes regularly since in or about 
1928, and prior thereto, the exact dates being uncer- 
tain, by the following named persons and other per- 
sons at present to the defendant unknown which the 
defendant prays leave when discovered to insert here- 
in by amendment : 
Lotus Shoe Company, London, England. 
French Bootiere, Paris, France. 
A. Perugia, Paris, France. 
I. Miller & Sons, Inc., Long Island City, N. Y. 
Church & Co., London, England. 
Feder, Gregg Shoe Co., Cincinnati, Ohio. 
O’Connor & Goldberg, Chicago, III. 
Hanan & Son, Brooklyn, New York. 
Hallahan & Son, Inc., Philadelphia, Pa. 
Morse & Burt Shoe Co., Brooklyn, N. Y. 
Turtill & Lloyd, New York City. 
J. & J. Slater, New York City. 
[TURN TO PAGE 62, PLEASE] 


Boor AND SHOE RECORDER 
combining THE SHoe RETAILER, July 9, 1932 


Methods of - 


Lacing as Registered 
as Far Back 


as 1869 
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The Defendant Should Be 
“Sued in His Own District” 


‘hie most important decision 
to date on patents, was the determination in court as 
to the “place of suit.” This first great legal point 
was scored by the attorney, Israel H. Perskin of 
Brooklyn, New York. 

Because of his proximity to shoes and his friend- 
ship over a long period of years with shoe men, he ap- 
proached the subject of design patent litigation from 
the viewpoint of its bearing upon the shoe industry as 
well as its point on legal convenience. 

Mr. Perskin found that complaint was made against 
a Cincinnati concern in. the Southern District Court 
of New York. Naturally, if the case was to be tried 
in New York, it was necessary for the defendant in 
Cincinnati to bring all of his facts, evidence and wit- 
nesses from Cincinnati to New York in defense of 
the suit. Inasmuch as design patent litigation is com- 
paratively new, procedure of the court is subject to 
interpretation and definition. Attorney Perskin be- 
lieved that the defendant should be sued in his own 
district. If his point could be proven, it would lift 
the burden from the defendant. Therefore, the first 
thing to do was to determine the place of suit. 

A test case was at hand for such a purpose—that of 
Julius Grossman, Inc., of Brooklyn—Plaintiff vs. 
‘eder-Gregg Shoe Company, Cincinnati—Defendant. 

The defendant gave his reasons in support of mo- 
tion to quash service of subpoena ad respondendum— 
the following : 

“This defendant, a foreign corporation, appears 
specially to except to the jurisdiction of this Court, 
and moves to quash the service of the subpoena ‘ad 
respondendum’ issued in this suit and to dismiss the 
Bill of Complaint therein on the ground that it, the de- 
fendant, being concededly a foreign corporation, has 
no “regular and established place of business.” 

“The burden of proving facts of jurisdiction is 
upon the plaintiff (Zimmers v. Dodge, 21 Fed. (2nd) 
152, 158). However, Mr. Mark G. Feder, the secre- 
tary and treasurer of the defendant company, has 
fully and frankly stated all the material facts in the 
moving affidavit in support of this motion, which is 
in all respects corroborated by the affidavit of one 
Morris Nordheimer, a shoe salesman employed by the 

































Important Decision in Design Patent Law 











Israel H. Perskin 


defendant company, and upon whom a copy oi the 
subpoena and Bill of Complaint were served in the 


Borough of Manhattan, City, County and State oi 
New York, which affidavit is likewise made as ai 


additional basis for this motion. 


The facts disclose! 


by both of the aforesaid affidavits in substance, show 
that the defendant company, an Ohio corporation, or- 
ganized on May 17, 1921, and still existing, has it 
shoe factory and home office, and the only office for 
the transaction of its business, in the City of Cine 
nati, in the State of Ohio, but it maintains in New 
York City, to wit, in the Marbridge Building, a san- 
ple room in charge of its said salesman, Morris Nort: 
heimer, who is a salesman on a strictly commissio! 
basis. That outside of paying the rental for such 
sample room and having its name on the door (upo! 
which door there also appears the name of the sai! 
salesman, Morris Nordheimer) the defendant com- 
pany pays no other expenses whatsoever for the mait- 


tenance of such sample room. 


“This defendant bases its exception to the jurisdic: 


[TURN TO PAGE 50, PLEAS 
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This was the pattern of the shoe worn by Gene Sarazen in the 
United States Open Golf Championship match. The material 
was dark brown calfskin. 


Made of dark brown calf skin, 
deepened in color by wear, five invisible brass eyelets, 
wing tip, saddle and back part of the same colored 
calf, a very low heel with a generous distribution of 
spikes—these details make up the description of the 
golf shoes worn by Gene Sarazen in winning the 
United States open championship. 

Sarazen who, with two smashing finishing rounds, 
unquestionably the greatest ever played in a champion- 
ship match, on Saturday, June 25, on the Fresh 
Meadow Country Club course on Long Island, added 
the United States open title to the crown he annexed 
only a few weeks before in Great Britain. 

It was a sturdy pair of shoes that the great big 
little man wore when he went out on the course, his 
old stamping ground, and won the title by three shots, 
his winning total being 286, a figure equaled only once 
in 36 years of championship history. 

Just what part shoes play in a golf game no cham- 
pion has ever said, but the shoes that Gene Sarazen 
wore stood him in good stead when, with his short 
stride, he lead the gallery of thousands who always 
approached the green breathing heavily and register- 
ing fatigue. 

Watching Sarazen for more than nine holes, at 
times within a few feet of him, the writer noted that 
his golf shoes hugged marvelously at the heel, but 
when he took his stance, perfect freedom of sensitive 
toes working in the shoes could be observed. 

To shoe men the golf shoes of Sarazen were less in- 
teresting, perhaps, than those of any of the other 
players, but without a doubt they were satisfactory to 
Gene and aided materially in his duplicating Bobby 
Jones’ feet of adding both titles to his laurels. 

Phil Perkins, former British amateur champion, 
who recently deserted the amateur ranks and appeared 
to have won the title when he turned in a great 70 
earlier in the afternoon for a total of 289, displayed 
a pair of golf shoes that were new and fashioned in 
what has developed as the latest trend. He wore a 
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Notch Golfers 


Wore in 
Championship 
Matches 


pair of all-white rough buck shoes with serrated tip 
and back part heavily perforated. The heel was espe- 
cially low and fewer spikes seemed to have been at- 
tached to the bottom than were noted on shoes of the 
other players. It may interest shoe men to know that 
the all-over white golf shoes after 18 holes were re- 
markably clean. 

[TURN TO PAGE 50, PLEASE] 


Perfect foot freedom and comfort, made possible by well 
chosen and properly fitted shoes, helped Gene to annex the 
British and American open championship trophies. 
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5 the leather industry to-day 
style plays an increasingly important part. For many 
tanners the studying of style trends and cycles offers 
opportunity for individualizing products. Style 
changes should be followed by sole-leather manufac- 
turers as well as by upper- and fancy-leather tanners. 
The reason for this is easily seen if one remembers 
the effect on sole-leather tanners of the sudden de- 
mand for sport shoes, with the resulting increased 
use of rubber soles. 

There are two main elements in style: the type of 
leather, which is subject to slow style changes; and 
the color, which is subject to rapid changes. Research 
should be of value here. There are numerous indica- 
tions that styles move in cycles. Styles are different 
in different market strata and tend to move from large 
eastern to large western cities and then out in circles 
from those cities. It is important to know in just 
which market the leather is to be sold. 

Study of related lines, interviews with buyers, 
reading of domestic and foreign fashion magazines, 
and employment of commercial style-study organiza- 
tions are only a few of the ways in which this prob- 
lem may be approached. Indeed, a careful analysis 
of the company’s past sales over a period of years 
may prove more valuable than any of these. A proper 
forecast of style enables the tanner to be the first in a 
new market and so to take the greatest advantage of 
the rise of the style to popularity. 


By RICHARD DONHAM 


Research Assistant, Harvard Business School 





Looking Forward with the Tanner 


Three Fundamental Problems of the Industry 
and Some Suggestions for Their Solution 


Great care should be taken not to overestimate 
the length of life of any particular style. It is bet- 
ter to lose sales during the last of a cycle than to 
be caught with depreciating inventory. 


A small tanner with the ability to shift his set-up 
readily may well afford to risk his profits by concen- 
trating on style merchandise. A large tanner with 
less flexibility may be well-advised to decentralize his 
production and to run large units or sections on com- 
paratively staple lines, using certain smaller units as 
feelers for his less flexible large units. 


‘the a style which gives evidence 
of long life may be taken out of a small unit and 
placed in a large unit, a small unit being immediately 
released for more feeler work. If the style studies 
have been properly made, this feeler work in itself 
should be particularly profitable since the products 
may be sold on a wide gross margin owing to their 
timeliness. Under these conditions, the large units 
may be made to absorb the lion’s share of the over- 
head. 

Coordination of market requirements and produc- 
tion facilities is all-important. In an industry sutier- 
ing from overcapacity, the start should be made from 
the market point of view to determine which prodiicts 
are likely to be most popular and which of those can 
be made best by the particular tannery in view of com- 
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petition. This necessitates a careful forecast and per- 
haps sample runs to fix production costs on those prod- 
ucts. The actual production, then, is of a highly se- 
lected line. 

The export market offers further opportunity for 
dealing with the declining demand for leather. For- 
eign markets demand leather with characteristics dif- 
ferent from those of leather for domestic use. China, 
for example, has a climate which saps the ordinary 
tanning materials from the hides. Here is another 
chance to make the product fit the market. 

In the past, too many tanners in this country, fail- 
ing to recognize the importance of dealing fairly with 
their foreign customers, have caused foreign buyers 
to lose confidence in United States tanning. Allow- 
ances on unsatisfactory leathers, even after concerted 
efforts to avoid such products, should be liberal. The 
tanner should never “dump” surplus inventory abroad 
just to increase his immediate sales. . 

Export sales should always be followed up to see 
that complete satisfaction has been given. Exports 
should be confined to countries unable to produce cer- 
tain types of leathers rather than pushed on a com- 
petitive basis. Such a policy would result in more 
friendly international relations and would tend to 
preserve foreign markets in the face of a tendency 
toward higher tariffs. 


Conclusion 


In summary it may be said that the ills of the tan- 
ning industry may be reduced to three fundamentals: 
raw-material price fluctuations, declining demand for 
leather, and unfair trade practices. 

The approach to the problem of price fluctuations 
may be found in the elimination of speculation as the 
chief means of profit, in the establishment of reserves, 
and through process research. This necessitates re- 
duction of costs to the point where over a period of 
years, a pure manufacturing profit is possible—that is, 
to a point where, when inventory appreciation and 
depreciation cancel each other, a manufacturing profit 
remains. 

The declining demand for leather may be met 
through the development of new uses and the giving 
of new characteristics to old products. A study of 
potential and actual markets, together with manufac- 
ture in accordance with the requirements of those mar- 
kets, is the basis for increased sales and profits. 

An interrelationship should be pointed out here. To 
a large extent a proper handling of the finished-goods 
market minimizes the importance of price fluctuations 
in raw materials. If a tanner succeeds in endowing 
his leather with unusual characteristics, he places him- 
self in a position to price it to his advantatge. Raw- 
material costs and therefore raw-material price fluc- 
tuations become of less importance. 

Tanners faced with a style problem are in the best 
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Raw Material Can Go No Lower 
By V. G. LUMBARD 


Chairman of the Board, 
Tanners’ Council of America 


“NYY HEN raw material values that go into 

the production of leather are less than 
the actual cost of labor and production this 
certainly should indicate that raw material 
values have reached a point where they are 
valueless and the only saving that can be made 
is to further cut labor to the bone. 

“Many of the so-called economy programs 
in the reduction of labor all over the United 
States are not going to restore the purchasing 
power of the mass of working people and un- 
less labor can get a fair return for services 
rendered they cannot get all the luxuries to 
which they are entitled. The more money that 
can be spent for automobiles, radios, electric 
refrigerators and other commodities, the more 
beneficial it is to business in general. 

“There certainly cannot be any further reduc- 
tion in raw material except the production of 
raw material for nothing. 

“I feel convinced that any merchant who 
purchases finished merchandise would be mak- 
ing a good investment and it is high time that 
a concerted action should be taken to increase 
values instead of further depressing them. 

“Leather values certainly seem to be at the 
bottom and unless there is a forward trend to 
these values it is only a question of time when 
a great many manufacturers will be forced out 
of business as the producer cannot secure a 
new dollar for an old one.” 








position to benefit from giving their products individ- 
ualistic characteristics. Much consumer buying is 
based upon irrational motives: people typically buy 
shoes because they are in style rather than because 
they will wear a long time. Manufacturers, realizing 
this, in turn are more willing to pay correspondingly 
higher prices for materials which enable them to style 
their products than for materials which enable them to 
give their products maximum qualities of endurance. 
While tanners of sole, belting and other heavy 
leathers can obtain better prices for their products by 
adapting them to market requirements of quality, the 
additional margin which they can obtain will seldom 
play an important enough part to enable them to con- 
sider raw-material price fluctuations as anything but 
' [TURN TO PAGE 50, PLEASE] 




















A Practical 


Promotion Plan for 


Your July Sale 
That Combines 
Individuality 
and Continuity 


up” your July sale ads and displays to increase 
their attention value and pulling power—to 
make them stand out in a regular sea of sales. 

Any card writer and sign painter can make 
up the simple designs, bring them out with 
shading for newspaper ads, using color for 
Copy should be 


signs and window displays. 


brief, easy to read and emphasize the definite 
advantages of buying during the sale. It should 
“You should 


be “you” copy—* You will profit,” 
see,” “You will like,” and so on. 
copy registers stronger and stays 


longer than mere statements of facts. Run ads 
frequently in small space—a medium size open- 











Bring Good News 
For Everyone 
Who Wants New 

Shoes 











NO. 1 


Here's a practical idea that 
offers unlimited opportunities for “dressing 

























Is A Guide to Safe Savings 


WOMEN’S SHOES 
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CHILDREN’S SHOES 























MEN'S SHOES 
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Your Shoe Store 


NO. 2 





in the mind 

















ing ad 
(follow- 
ing teaser ads) with a close succession of small follow-ups, will get more 


results than one big splash with little or no attention to follow-ups. 














‘igure No. 1 is suggested for a series of teaser ads, appearing in th: 
paper ahead of the sale announcement. Pertinent paragraphs add to the 
curiosity arousing possibilities. 

The “circles of value” seal can be printed on one side of a 3-inch tag, 
with the message ‘Watch the papers for (the store name’s) important 
announcement” on the reverse side. These may be used on door knobs, 
or even slipped over the necks of milk bottles. 
























Figure No. 2 is 4 columns by 12% inches—by lengthening the ad a 
number more price groups can be added, giving a splendidly merchar- 
dised ad that is compelling yet clean-cut, in which shoes, descriptions and 
prices all stand out clearly—without using very large space. This same 
style of layout is adaptable to almost any space, and can be used very 
well for follow-up ads for the entire campaign. 
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Sale Problem 


Figure No. 3 gives a strong panel display 
for the “Circles of Value” window display. It 
may be made of wall board, mounted on a 
frame, with 4-inch shelves arranged across the 
front. The sale, name and price circles can be 
cutouts, painted. Green and white with a 


touch of orange forms a good color 


tion. Black can be used to give “highspots” of 
color contrast that will stand out in bold relief. 
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WINDOW PANELS FOR SHOE SALES 


OF 
CIRCLES BD VALUE- igure No. 4 is another display idea, using 
SHOE cutout circles of wall board with the price on a 





separate cutout to facilitate changes. This is 
particularly effective for the display of various 
price groups. It is always a good idea to tie your 
sale window displays up as closely as possible 
with the ads you are running in the newspapers 
and make one idea, like the “Circles of Value,” 
dominate both. 














Figure No. 5 gives a two-column 
layout for a single price follow-up 
—A series of this style of ads could 
be used for various price groups. 





STORE NAMES 


Broken Sizes of 
Our $5 to$6 Shoes 


‘igure No. 6 shows two simple 
but effective show card and price 








els il CIRCLES ticket designs that can be drawn 
OF 


LRM «3 PY any card writer. Printed in 














SHOE SALE |} VALUE green on white card, with black 





L LUY Voy oN prices, they would stand out. Red 


) A circle tags can be used on shoes in 
the windows and store instead of 
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One of 14 Styles at this low Price 
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OF VALUE 
AD-LINES 


These “Circles of Value” will increase our circle of friends. ‘Circles 

of Value” shoes to round out the Summer. Each “Circle of Value” is 

a guide to shoe economy. “Circles of Value” for every one in your 

family circle. Good round savings on fine shoes—watch “Circles of 

Value.” Prices are put “on the spot” in this “Circles of Value” sale. 

Inner circle shoe style at “Circles of Value” prices. Each “Circle of 
Value” is a seal of Safe Savings. ° 
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F is a strange but true 
characteristic of American business men that they 
will rush to Washington to protest taxation and bend 
every effort in the heat of battle to get a “square deal 
for business”; but the minute Congress makes the 
law—then the business world goes to sleep again. It 
accepts the revenue bills and the charges of govern- 
ment in the spirit of “Let’s make the best of it 
because, inasmuch as it is a law, nothing else can be 
done about it.” 

An outstanding shoe man, who has stores running 
into the hundreds, has decided for one, that the battle 
against taxation is a continuing fight. He plans to 
send to each and every store manager a definite letter 
on some one subject of taxation, to be in turn trans- 
mitted to the Congressman from each of the districts. 
A letter once a week on the subject of economies of 
government and efficiency in management of the 
greatest business in the world will be sent out. The 
subject will not be permitted to die because of his and 
their inactivity. The mere fact that Congressmen, 
Senators, State governments and municipal heads are 
to receive these letters, week by week, is in itself 
token to them that their every act is being watched. 

If this could be repeated by thousands of businesses, 
the very weight of pressure would have its great 
influences in checking the rising cost of government. 

Years ago we published a series of articles on the 
general business subject of “Modern Taxation,” en- 
deavoring to give briefly a historic view of the proc- 
esses of mind by which the world had arrived at its 
present mental attitude regarding taxation, the argu- 
ments which appeared to have weight with the public, 
and a view of possibilities as to the future. Prophecy 
is always a risky and ungrateful job; but the develop- 
ments of the past years have shown the correctness 
of the views presented, in many aspects. 

In the first place, as to amount of tax-burdens upon 
business; the increase has been even beyond antici- 
pations. The astounding totals of recent financing 
are beyond the comprehension of any living man, 


Keep Up the Battle Against Taxation 





except through some means of comparison. The fig- 
gures go miles beyond anything ever known before, 

So, as a comparison, we may note that the mere 
interest on the sums we have loaned the allied gov- 
ernments will amount to more than the whole expenses 
of running our government, up to a few years ago, 
while our own expenditures were five times as much 
in one year as the entire Civil War cost. 

But after making allowance for all the comforting 
theories and bits of philosophy that are possible and 
pertinent, the fact stands out that there are big debts 
to pay, that governmental expenditures are still on a 
high scale, very far beyond and above the pre-war 
period, and that there exists in political circles a 
strong disposition to resist a change back to economy, 

Warning was offered of the growing disposition 
to lean upon the public treasury and to thrust a hand 
into it for the direct benefit of favored groups or 
classes. This disposition grows by what it feeds upon; 
it would appear that the foremost thought in the 
minds of many of our law-makers is how to devise 
some new plan for spending money, so as to count 
in vote-getting. 

The mind and conscience of the law-maker has 
much to do with the solution of our difficulties. If 
he can show a fearless regard for economic truth, and 
will base his action thereon, well and good. But if 
truckling cowardice or demagogic instinct leads him 
to seize the opportunity to work for popularity by 
what amounts to the moral aspect of bribery of the 
masses, then it will not be so well. One of the great 
party organs said of a late Senator: “He cared very 
little for principles—but cared a great deal for ma/or- 
ities.” There are many others. But it is to be remem- 
bered that the official must have a majority, else he 
does not become an official; and charity must tinge 
all contemplation of the struggles of the office-ho!der 
to adjust his conscience to the character and the de- 
mands of the voters behind him. He needs a soldict’s 
courage ; and may many of them find it, and be hon- 
ored for it, in these troublous days. 
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" Base Stock Plan” 
to Shoe (etailew. 


oH ppeals 


N practically 
every instance, 
wherever the 

m Tarsal Tred Base 
. Stock Plan has 
been presented, the 
Shoe Merchant has 
been frank to ad- 
mit the plan is 
sound, practical and conservative. 


It enables the merchant to fit almost 
every customer correctly ... and yet 
his stock of shoes is surprisingly 
small. 


This plan appeals to progressivé shoe 
retailers for many reasons: Their in- 
vestment is kept low at all times; 


the shoes are scientifically con- 
structed, fashionable, and well made; 
they are sold at a popular price, with 
a good profit margin; they enjoy 
public acceptance. 


Included in the Tarsal Tred Base 


Stock Plan is active and intensive 
cooperation from the manufacturer. 


We have much in common with the 
shoe merchant and realize that for 
either of us to make money, repeat 
and volume sales must be attained. 
Your problems are our problems... 
we speak a common language... and 
it is part of our job to help you sell 
the shoes you buy from us. 


The Tarsal Tred Base Stock Plan is 
the practical solution to this problem. 
It enables us to help you sell more 
shoes and although it is still a com- 
paratively new plan the merchants 
who have adopted it are showing a 
handsome profit on their investment. 


The coupon below will bring you the 
detailed information about this effi- 
cient merchandising plan . . . without 
obligation. Mail it today! 


THE H. C. GODMAN COMPANY 


COLUMBUS, OHIO 





THE H. C. GODMAN CO., 
Columbus, Ohio. 


(2) 


Gentlemen: Without obligating me in any 
way, please explain the details of your Tarsal 


Tred Base Stock Plan. 


Store Name 





Address 





City and State......... 
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Teach Your Advertising Dollar 
To Have More Cents 


By MICHAEL MURPHY 


Advertising Manager, Krupp & Tuffly, Inc. 
HOUSTON, TEXAS 


gene tanga as an authority 
on shoe store advertising, Mr. 
Murphy has addressed the national 
conventions on the subject of 
“Getting the Most for Your Ad- 
vertising Dollar.” He surveys the 
entire structure of publicity with 
a view to establishing its use and 
worth. 


Michael Murphy 


With advertising under the microscope— 
and with every dollar of expense being probed to see 
that it is delivering a full measure of productive ad- 
vertising—let’s look over this list of ways of adver- 
tising your business. You probably haven't realized 
until now just how many ways there were of adver- 
tising. Too, you probably have not been using some 
of the ones that probably would do a lot of good with 
a little cost. At any rate, here is the list for what you 
may get out of it: 

1. NEWSPAPER ADVERTISING. 
ing is the most widely used medium of advertising 
with shoe stores. Borrowing from the technique of 
the department store (and are not our departmentized 
family shoe stores about the same thing?) we find 
the more progressive types employing their news- 
paper advertising in about these four directions : 


Newspaper advertis- 


A. Institution-selling advertising. Stressing the 
place of the store in the community—the service it 
gives—in short, building deep in the consciousness of 
your ever-changing clientele. 

B. Special department or price promotions: It is 
so much easier to promote a definite idea or price, and 
ever so much more effective for the department or 
price featured. 

C. Dramatic or seasonal presentations. This sim- 
ply means that you bear down with lots of pep and 
enthusiasm over your fashion “scoops” or your stvle 
promotions, to establish your store as fashion-alert. 

D. Sale advertising. This is when you get bold 
and drastic—and sometimes overbuy advertising. 


Newspaper advertising this Fall will be called upon 
ito do a great job for shoe stores. Not that other media 


26- 


will not be equal to the occasion, but because news- 
paper advertising is so much easier to understand, pre- 
pare, and work with, it will be employed more widely 
than ever. Illustrations will have to be better—layouts 
and type set-ups will have to be better ; you’ll have less 
inoney to spend this year, and at the same time you 
are called upon to stop the roving eyes of as many, or 
more, newspaper readers. Reflect on this problem of 
inaking the smaller ad do the work of last year’s larger 
one. 

2. MaGAZINE ADVERTISING. There are many types 
of community or sectional magazines ; fashion, social, 
smart-talk, Parent-Teacher, church, and others. Here 
the rate is of necessity quite high—your ‘slioe ads must 
be small. That means the layouts and illustrations or 
the simple type message must attract. 

3. PAINTED BULLETINS. You can paint anything 
you like on them; you have quite a bit to say about 
their location. You can have them illuminated, or not, 
for both day and night duty. The cost of these varics 
widely, and may be controlled to quite a degree. 

4. Posters. This is a very economical way of 
reaching lots of people with your message. Manu- 
facturers’ poster sheets are used in many cases; in 
others a hand-painted poster is employed; and still 
others make use of the lithographer’s stock shoe pos- 
ters. You can select your locations; put your posters 
in school, factory, residential or heavy traffic zones to 
reach a given type of shoe customer. 

5. Roap Sicns. These can be of almost any size, 
shape or material, unless your locality has a regula- 
tion covering the subject. They are especially val- 
uable to a store soliciting incoming trade from nearby 
places. 

6. PLacarps.' They are not expensive, many 
stores printing them on heavy cardboard stock and 
varnishing them for weather-proofing. 

7. Rapio ProcraMs. This is where you buy a cer- 
tain period of time on the radio, in which to enter- 
tain the listener with dance music, electrical transcrip- 
tions, phonograph recordings, dramatic sketches, or 
fashion talks. On most stations periods of five, ten, 

[TURN TO PAGE 48, PLEASE] 
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TRIUMPHANT AGAIN! 


—With These Seven Sterling 
Superiorities— 


Left and right quar- 
ter patterns. 
Bandage instep sup- 
port. 

Extra fine upper 
leathers. 


Higher quality soles. 
Nailless heel seat. 


Heavy special steel 
shank for extra sup- 
port. 

U. S. M. C. Rubber 
Heel without metal 
washers. 


+4 and $5 


IN STOCK 


0257 — English type shoe, 
Gallun’s black Aztec Calf, 
right and left quarter pat- 
tern, steel arch supporting, 
leather heel. AA 8/11, A 
8/11, B 7/11, © 6/11, D 


Bob Smarts 


BOB SMART SHOE COMPANY, MILWAUKEE, WISCONSIN 


Chicago Office—1604 Republic Bldg. Pittsburgh Office—305 Lyceum Bldg. 
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Selling Shoe Service Through 


At Hees! Since 
Octeter &, 1915. 


with the rattle 





main tho: 
and clatter of cobblestones in the "good old days” of 1915, when Mr. Homburg 
Joined the ese sales staff. Resenber how you were bounced-.and *umped--and 
jolted, ae you went your serry way s»out town? 

Times have changed considerably since then,«-and so have the nethote of 
shoe fitting which Mr. Homburg followed in theese days. Hees’ have always 
been quick te adept any new improvement, and today we offer you the “last 
Wore" in sotentific shoe fitting serving, Let Mr. Yonburg fit you in © pair 


of Yee shoes. You'll revel in the newfound comfort and satiefaction of « . 
me ae 





shoes that resliy fit. 


A series of windows has just been 
presented to the public in Baltimore by that old firm 
of N. Hess’ Sons. They told in dramatic form the 
story of the dependability and service of this institu- 
tion. It was an idea that should be an inspiration to 
every shoe man who bases his appeal for business 
on the arguments of fitting and service. 

These windows were the answer of one retail shoe 
store to the cry of “Get the business” which is being 
heard up and down the Main Streets and side streets 
alike. Regular and constructive methods have been 
discarded in the mad rush of getting the money, 
with the result that the money has not been gotten. 
Price has been the keynote in Baltimore as elsewhere. 

The idea for the windows came out of a discussion 
at the lunch table one day between George B. Hess 
and a factory representative making fine shoes. They 
were talking about constructive promotional publicity 
from the viewpoint of “what did the store of N. Hess’ 
Sons have to say that the chain store and the cut- 
rate small shop could not mention?” 

Finally the idea was concocted that no publicity 
would be as effective as a campaign in which the 
dependability and service of the store were high- 
lighted. That was something the Hess organization 


28° 


Ai way to build customer confidence in a 
retail shoe store is to convince the public 
that the store and its staff are qualified to render 
perfect fitting service. Every community has 
many people who experience difficulty in being 
fitted. They will gladly patronize a store that 
assures them of intelligent service by salesmen 
qualified to fit their feet properly. It was an 
appreciation of these facts that prompted N. 
Hess’ Sons of Baltimore to use the series of 
window cards described in this article, whose 
purpose was frankly to sell the sales staff and its 
abilities to the public. The series proved highly 
effective and created a great deal of interest, 
which in many cases was translated into sales. 


could well proclaim to the world, for no store could 
be an active factor in the selling of shoes for a 60- 
year period unless it subscribed wholeheartedly to 
a program based on the clear understanding of its 
moral obligation to the public. 

A series of eight window cards, one for each sales- 
man in the men’s section, was worked out. These 
cards were 18 by 24 in. in size and bore a photo- 
graph of the man, the length of time he had been 
with the store and a bit of Baltimore history woven 
into the text. 

The salesmen were photographed in turn, then 
the copy was typed and the combination was turned 
over to a photostat expert for enlarging. This was 
a comparatively reasonable process, with each card 
costing approximately $3.50. The oldest man in point 
of service was run first. He had been with the store 
since 1895. Others followed in chronological ordcr, 
based upon date of employment. Each one was given 
due prominence in the window for one week. 

When asked relative to the results of this out-o!- 
the-ordinary publicity, George B. Hess said: “Natur- 
ally our sales force was pleased with the idea. It 
made them realize that the firm is fully appreciative 

[TURN TO PAGE 50, PLEAS’. | 
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ictured 
ranklin 
aken fre 


N THEIR BLACK KID. SHOES 


RANKLIN SHOE CO. 


OF BOSTON 
SPECIFY RUBY KID 


As one of Boston’s longest established shoe wholesaling organizations, 
Franklin Shoe Co.*, have long been committed to quality merchandise 
and strictly maintained standards. 


Hence our particular satisfaction at their following statement: 


“RUBY KID assures us uniform standards of quality, and service 
that is exceptional. It affords that smoothness of texture 
combined with shape retaining firmness which meet our ideals 
in shapely and durable shoes.” 


JOHN R. EVANS & CO. 


CAMDEN, NEW JERSEY 


Cincinnati St. Louis Boston 
Rochester Milwaukee Philadelphia 


*The Franklin Shoe is built by B. A. Corbin & Son Co., who for 96 years have stressed quality in their product. 





ictured herewith are 2 typical 

ranklin styles made of RUBY KID 

aken from the 30 numbers carried 
in black kid. 
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By Buying 


Recognized 


Shoe Lines 


Wile recognizing the value of 
the scientific testing laboratory of R. H. Macy & Co. 
of New York, recently described in THE Boor AND 
SHOE REcorDER as it relates to footwear, the Wm. 
Hengerer Co. of Buffalo says that only a very limited 
number of retail stores are able to maintain such cost- 
ly equipment and personnel, with the result that the 
average shoe retailer must depend upon the quality 
standards of recognized manufacturers. 

In a current series of advertisements emphasizing 
rigid adherence to quality standards instead of mere 
price appeal in the sale of women’s and children’s 
shoes, the Wm. Hengerer Co., says it is confining its 
purchases to manufacturers whose business has been 
built up over a long period of years on a basis of 
style, quality and consumer satisfaction. 

“Shoe retailers anxious to maintain quality stand- 
ards in this period of keen price competition should 
not hesitate to inform customers why they buy certain 
lines and how they are protecting the public against 
inferior merchandise marketed to meet a pre-deter- 
mined retail selling price,’ explained Samuel A. 
Shibe, shoe buyer. 

Mr. Shibe points specifically to the Hengerer series 
of institutional advertisements, one of which said: 

“Yes, we have no plank stretchers. No contrap- 
tions like abrasion autometers to tell you how long 
a shoe will wear, no testers to estimate how many 
smokes in a can of tobacco, no little men in. white 
aprons to calculate the number of threads in a square 
inch of vamp lining or interlining. 

“But we've a testing bureau just the same. You're 
it. You and you and you. Every article from Hen- 
gerer’s must meet with the test of your approval, the 
test of good taste, good quality and good value. We’ve 
been meeting these tests for 96 years with flying 
colors. 

“For almost a century the critical eyes of thrifty 
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Quality Standards Best Assured 


Buffalo Buyer Believes Present Prob- 

lem of Protecting Public from In- 

ferior Merchandise, Designed to 

Meet a Pre-Determined Price Level, 

Can Be Solved by Confining Pur- 

chases to Makers with Established 
Reputation 





women have tested our fabrics. The scurrying fcet 
of Buffalo youngsters have tested our shoes and today 
as always thousands of patrons are telling us thiat 
only quality is economy.” 

Before launching upon this series of institutional 
quality advertisements, the publicity department of 
the Wm. Hengerer Co. enlisted the aid and coopera- 
tion of manufacturers from whom it has been buying 
a major part of its merchandise requirements. 


Shes manufacturers, recognized for 
their quality standards to protect their own names 
and reputations, which have been built up over a long 
period of years, were asked how they pre-determine 
style, wearing qualities and other factors entering into 
the production of their merchandise. 

It was found that a large number of them main- 
tain complete scientific testing laboratories to com- 
pare their own products with that of competitors to 
determine whether or not their own lines measure up 
to those of others. The Wm. Hengerer Co. says tliat 
this protection afforded their buyers enables the store 
to adhere rigidly to standards of quality, thereby pro- 
tecting customers against merchandise turned out to 
meet a low price appeal. 

“We buy from our kind of people to sell to our 
kind of people,” said the Hengerer Co., in anotlier 
advertisement which informed customers that no rg- 
ular source of supply would think of even offeriny a 
Hengerer buyer merchandise of inferior quality |)c- 
cause it would react against the manufacturer and 
forever bar it from distributing its merchand se 
through the Hengerer store. 

“This is the policy that should be followed by shve 
retailers everywhere, especially those merchants an x- 
ious to maintain quality standards,” explained a repre- 

[TURN TO PAGE 50, PLEAS!| 
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BROWN 


the keynote 
mn 


Fall Fashins 


Fashion dictates brown footwear for fall—dark brown kid in tailored 
town types as well as more formal shoes. 

Fashion favors us in our merchandising problems—with faultless taste 
she commends brown as the accent color to wear with all costume 
shades of brown, green and red. 





¢Béc 
KID 


NEW YORK 
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Three shades of 
N AMALGAMATED BROWN KID 


I. Miller & Sons, Inc., say: MONK BROWN No. 176 
“We are using a considerable COLONI AL BROWN No. 123 


amount of Amalgamated Brown 


Kid No. 123 and we find it a NEUTRAL BROWN No. 75 


true brown and very beautiful 
in footwear.” 





will safely summarize the 
brown picture for Fall 
footwear. 


Amalgamated 
Leather Companies, Inc. 


WILMINGTON NEW YORK 
DELAWARE ; 84 GOLD ST. 
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A novel sport shoe window display by the Mandel Brothers department store, Chicago. While a large variety of sport shoe 
types and patterns are displayed, the arrangement is worked out in such a way that confusion is avoided and attention is 
focused on the individual styles. ; 


Play Up Sport Shoes for Vacation 


Novel and Attractive Window Displays 
Can Be Used to Sell Extra Pairs at a Profit 


Sport shoes have proved to be the 
inspiration for a multitude of interesting window dis- 
plays this season. At a time when sports and sports 
apparel are topics of live interest, shoe merchants 
cannot make better use of their windows than to use 
them for attractive showings of these types of foot- 
wear. With the vacation season just beginning, there 
is a splendid opportunity to make extra sales by 
featuring sport shoes and white shoes of all kinds in 
attractive window settings. 

A number of cleverly designed sport shoe windows 
from New York, Boston and other important retail 
centers have been featured in recent issues of the RE- 
corpER. Here is one from Chicago which has ele- 
ments of originality that makes it worthy of special 
study by every retailer who is eager to show Summer 
merchandise in attractive new ways that are sure to 
attract favorable attention. 

The individualized type of display, in which pairs 
of shoes are shown, each in its own niche or on a 
’ shelf apart from the rest, is being widely used at the 
present time. The window display shown on this page 
affords an unusually good example of this particular 
treatment. The shoes are arranged on various levels, 
staggered to give a pleasing effect and yet well within 


the natural line of vision of the casual window shop- 
per. 

The floor of the window is given over to white 
shoes and is covered with a grass mat which gives the 
pleasing effect of coolness and at the same time affords 
a good color contrast for the whites. The ventilators 
suggested on the background enhance the effect of 
coolness. The shelves or individual platforms above 
serve to focus attention on the individual patterns and 
to cut off the crowded, somewhat haphazard appear- 
ance that often results when numbers of different 
styles are shown close together in a window. 

Window displays of this nature call for some plan- 
ning and preparation, but they can be produced by 
the average shoe store at a reasonable expenditure. 
While most shoe stores do not have a professional 
window man, it is possible in good-sized communities 
to obtain the services of one on a part time basis, and 
in these days, when attractive, well-designed windows 
having the professional touch are so vitally important, 
the expenditure will be more than justified by the re- 
sults. In the event that the merchant finds it neces- 
sary to create his own displays or assign the job toa 
member of his sales force, a more simplified treat- 
ment of the same theme can be devised by adapting 
the idea to the materials at hand. 
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‘COMPO HAS DONE IT” 


It’s the talk of the trade . .. the topic of big interest, 
wherever shoe men gather. You hear them saying — 
“Greatest step forward in over a hundred years”. ... “It 
has revolutionized shoemaking” . . . “ Twenty-five million 
pairs of Compos being made this year.” All are agreed 
that the Compo Shoe Machinery Corporation must receive 
full credit for making successful cemented shoes possible. 


benuine Compo shoes can be produced only 
authorized users of Compo Equipment 
anpnne Athena: These men who make Compo shoes, and the men who 

sell them, know the definite advantages which Compo 
alone can give. All know the wide margin of safety pro- 
vided by Compo. The merchant enjoys a greater success 
in selling Compo shoes — just a natural consequence of 
the greater ease and security which the manufacturer 


enjoys in making them. 


(OMP COMPO SHOE MACHINERY CORPORATION 


TRADE MARK New York - Boston - St. Louis 
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% Spike” Arnold of Kansas City is 
known throughout the country as a successful men’s 
shoe merchant. One of the things that has contrib- 
uted to his success has been the enthusiastic, intelli- 
gent cooperation of the salesmen in his store. 

That kind of cooperation is won, not by being 
merely the “boss” of the sales staff but by leadership 
and inspiration. The retail shoe merchant today must 
have the qualities of a successful sales manager. He 
must be able to inspire other men with the zeal to 
sell and must aid and instruct them in how to make 
sales. 

For the guidance of the salesmen of his staff, Spike 
Arnold has prepared a set of instructions, a copy of 
which is placed in the hands of every man who sells 
shoes in this store. The kind of relation that exists 
between Spike and his staff is illustrated by the fact 
that the instructions are addressed “To All of Us.” 
Here is what “Spike” tells his staff: 

“First, be ready for the customer when he enters 
our door. Meet these customers with a friendly 
greeting and, above all, with a smile. 

“Your sale is half made if you will only do this as 
you have been advised. Our store is not any dif- 
ferent, as far as a customer is concerned—than your 
own home. While these customers are in the store, 
they are our guests and must always be treated as 
such. Please do not allow any man to feel we are 
not expecting him. 

“Give each man one of our store cards and ask him 
to please send in some of his friends for shoes. Also, 


Tech: Sones Sclbeue to Sell 


How good a sales manager are you? 
For sales management, nowadays, is one 
of the most important responsibilities of 
the shoe store proprietor. It isn’t enough 
to be a smart buyer and a good mer- 
chandiser. Sales promotion is vital and 
sales are made or lost at the fitting stool. 


be sure if he does send some friend in, that we write 
him a “Thank you Note,” that this friend had “checked 
in.” 

“Study your customers as they come in, as you wait 
on them. One type customer knows just what he 
wants as to the style, size, price. Just because this 
man insists on getting what he asked for—do not get 
the impression he is “hard boiled,” unjust, etc. After 
you are in the retail business for a while you will find 

[TURN TO PAGE 63, PLEASE] 
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FORTY MILLION MEN CAN HAVE 
THE KIND OF SHOES THEY WANT 


Pedwin’s American inspired styles have won the 
“OK” of America’s young men. Even the old budget 
had to say “OK” to Pedwin price and service. 


Every day adds to the list of progressive shoe stores 
from coast to coast who have secured the Pedwin 


franchise for their trade center. 


RE TAILERS ; ’ 
Not until you have seen the complete line can you 


appreciate what Pedwin shoes offer in volume and 
profitable turn-over. Be the popular exclusive Pedwin 
“he Great American store in your community. Write today and we'll wire 


Stule and > Sahin our representative. 
for Men” 


Value 
UNITED SHOE Meco. Co. 
ST. LOUIS...U.S.A. 
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> >» ® Pp E O p L E : S 
By HARRY R. TERHUNE, Field Editor D F A S 


Here’ s an advertisement from one 


but- of our good friends in Ontario, Canada, which was 

‘mun d 9 the direct means of moving some 400 pairs of shioes 

hey NOE QM Hearts in four days. The store is The Robert Wilson Shoe 
a One 


©P OTHER « « | 




























Store in Hamilton. It was a straight appeal to the 
men and the response proved that it hit them right 


% fe 1 & where they lived. 
S "i is The wording of an ad that pulls is always interest- 
g ing: “Men say they never get a bargain! But here's 
one. Lee’s English shoes $6.85. Never before less 
ho e Ss $ & 5 than $9 and $10. There are 1500 pairs and we would a ] 
really prefer to sell them to 1500 men who have never 
Never Before Less a worn Lee’s shoes, so that they would be introduced 


Than $9 and $10 to Lee Comfort. Quality, Style and Value. But ea 





that is too much to hope for. Men who know Lee’s 


There are 1,500 pairs and we would really prefer to i " 
pa omer ag aay —— shoes will be hot foot after them first thing tomor 





























Shoes, so that they would be introduced to Lee Com: row morning. Thursday, Friday, Saturday and Mlon- ok 
fort, Style, Quality and Value. day only. Back to regular price on Wednesday.” 
y omy P Surpas 
But that is too much to hope for. Men who know Moral: Make your sales short, but make them J pought 
Lee's Shoes will be hot foot after them first thing to- snappy. Mark your shoes at a price that will move JM hand i 
_MV—c_cVc_VC"e® the merchandise ; then put sales promotion and acver- a, 
«os market: 
The Thursday, Friday, Saturday Fp pressure back of your sale. End the sale before ral 
Purpose and Monday Only! the public loses interest. a 
We take this method HH ; kx * * has na 
scaualting "even ! Back to Regular Prices on Wednesday backgr: 
with the ey on To out-of-city customers. Add 35 cents to “ry . and fai 
8 KE | postal order per pair for mailing charges. Our he best idea I have at 
eeieeaanans SE nD present is the same one I used when a green small 
ak cionsieniauind town boy who got the thrill of his life when he landed 
B this tha’ “<T identical . . . ’ ” 
No Sole Roem gate ene J «fin Cammeyers New York” ays a vey mele: | 
‘ year in al are 5 idea, 
Penalties Sok Kemidnciel eng Ob of oor shoe man who does not wish his name used. di 
leather in our store. which has been good for the past 20 years, is as fol- 
{ ayes re ae Nr lows: “Try to sell the first pair right—then, when the 
: customer has confidence, sell the second pair right. \ 
The Robert Wilson Shoe Store After that try to educate the woman to take just about 


one-tenth of the care of her feet as she does of her face 

and hands. This process will make many satisfied 

customers, who will stick to the one serving then:.” 
This shoe man now operates his own shoe tore 


73 King Street East, Hamilton 











This ad sold 400 pairs of shoes for a store in Hamilton, On- 
tario, Canada. Was this accomplished purely on the basis of 










sige appeal? pate ws - for the real selling a and he has consistently done a good job selling men ; 
in this case is quality, plus the opportunity to purchase at a : a 
price lower than usual. The ad is well written and attrac- hosiery. Here, too, he has a helpful secret that e 
tively laid out, suggesting the possibility that a new approach should stand some other shoe man in good stead. In q 
in sale advertising may produce better results. nearly all his men’s display shoes, he shows a pa't of 
’ socks of the shade and texture best adapted to that 
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@ An important factor contributing 
to the uniformity, workability and 
beauty of Surpass Glazed Kid is the 
fact that Surpass hand selects its raw 
skins in the source markets of the 
world, making possible an unusual 
degree of “Controlled Materials”. 


HILADELPHIA 


suit SURPASS at elke ween 


Most tanners buy their raw goatskins 
from wholesale dealers in the “spot” mar- 
kets of this and other countries. But Sur- 
pass has built a buying organization which 
goes behind these markets and buys at the sources. 
Surpass skins from Algeria, for instance, are 
bought from the natives in the various local markets, 
hand inspected and selected from the skins of the 
native flocks, and brought direct from these source 
markets to the Surpass tannery in Philadelphia. _ 


A half century of experience in tanning glazed kid 
has naturally contributed a rich foundation and 
background to the work of our tannery. Careful 
and faithful workmanship on the part of skilled em- 











VY 
LEATHER 


Black and colored glazed kid for outside stock 
and linings (also genuine Kangaroo) can be 
obtained from Surpass in any grade 
ond of standard unvarying quality 
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ployees, many of whose fathers and grandfathers 
worked with us, means that full value is taken of 
this background. When such a Production Organi- 
zation is given the finest materials with which to 
work, the resulting product is naturally of unsur- 
passed quality. “Controlled materials” makes it 
possible for Surpass manufacturing skill and integ- 
rity to demonstrate its worth. 


It is of additional interest that Surpass glazed 
kid is consistently graded, and that these grades 
never vary ... that it is workable ... and 
that it improves in beauty as it is built into ” 
the shoe, offering the Retailer merchandise 
with real sales appeal. 


PASS 


COMPANY 


9th & Westmoreland Sts., Phila. 
New York Boston Chicago 
Cincinnatti St. louis London (England) 
















—— 












particular shoe, with due consideration given to the 
season of the year. He tells me that this not only 
sells more hose but adds considerable life and color to 
his displays. 

There is one clever angle given to the men for sell- 
ing hosiery and it has to do with the rather neglected 
subject of size. Men are told that the foot has just 
been measured for shoes and the correct size has 
been determined. The customer is told of the im- 
portance of size in buying socks, also that the average 
woman buys men’s socks too long, while the man 
himself is apt to ask for too small a size. It is brought 
out that socks too long or two short do not wear as 
well, neither are they as comfortable as just the right 
size. This size argument injected in the talk is a 
great means of showing the store’s interest in the 
customer and of proving it in a practical manner. 


Ok eS 
An unusual occasional advertisement by a Charlottesville, Va., 


shoe store, the purpose of which was to build good will on 
the occasion of the store’s first anniversary. 








You Are 
Invited’! 


To Our First 
Birthday 
Party 





First, we wish to take this 
opportunity to thank our 
many friends and customers 
for their valued patronage in 
thepast... Wehavetried hard 
to render you an uncompara- 
ble Shoe Service, and we hope 
we have pleased. 


To show our appreciation of 

your patronage, During Our 

.:,, Birthday Party we will give 
=4 : a BEAUTIFUL LADIES’ 
HANDBAG absolutely 
FREE with the purchase of 
one pair of Heleen Glorified 
or I. Miller Beautiful Shoes! 





Heleen Booterie { 


-8 Charlottesville’s Exclusive Ladies Shoe Salon Ps 
Phone 58 113 West Main Street 











UNIQUE ADVERTISING MESSAGE 


Sometimes a man will sit right down at his desk and, 
without thinking much in advance, write a masterpiece 
of an advertisement. A simple, homely bit of copy from 
the pen of C. M. Stendal was written in much this man. 
ner. It first appeared as a newspaper advertisement and 
was later printed for distribution in the store’s outgo. 
ing packages and mailing pieces. It read thus: 


A SECREE:. «2.5.4. 
(which we hope becomes public) 
there is a certain shoe store * * * 
right in this town * * * 
where a man is trying * * * 
to do something original * * * 
it is just a shoe store * * * 
but there you will find * * * 
the kind of service that one looks for * * * 
and rarely discovers * * 
and that is a simple honest place a i 
to do one’s trading * * 
a place where the children may come in * 
all alone and get the right kind of shoes * * * 
a place where grown-ups receive that treatment * * 
which causes them to bring in their friends * 
and come back again and again * * * 
You see we have lived right here ES 
in Minneapolis for so long * 
and have sold you good shoes so hin ole i 
that we understand you and your needs. 
Very cordially yours, 
C. M. Stendal, 
1001 Nicollet Ave., 
Minneapolis, Minn. 


















% 









Individual shoeman. 
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A very practical idea for an 
anniversary sale comes from Allan A. Kaplan of the 
Heleen Booterie, Charlottesville, Va. The usual 
promotion for an anniversary day event is rather mat- 
ter of fact, he finds. To offset this he tested out the 
idea of calling it a “Birthday Party.” 

Public response convinced him that this sort of an 
appeal has considerable merit. 

The wording of his first advertisement illustrates 
just how he brought out the birthday thought. The 
copy read: “You are invited to our first birthday 
party. First, we wish to take this opportunity to 
thank our many friends and customers for their valued 
patronage in the past... . We have tried hard to 
render you an incomparable shoe service, and we 
hope we have pleased. To show our appreciation of 
your patronage, during our Birthday Party we will 
give a beautiful ladies’ handbag absolutely free with 
the purchase of one pair of Heleen Glorified or I. 
Miller beautiful shoes!” 

When asked relative to the effect of giving away 
handbags and also as to the result of the sale, Mr. 
Kaplan stated: “We had a very big success during 
this party. The standards of our regular prices were 
kept up and we sold more shoes by giving away 4 
handbag. These bags cost from fifty to eight-four 
cents each, so the percentage cost of the bags to the 
shoes was much smalier than if a cash discoun: had 
been offered.” 
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USC 
CEMENT SOLE ATTACHING 
MACHINES 


In the manufacture of shoes the out- 
soles of which are attached with adhe- 
sives, there are more W/E Cement Sole 
Attaching Machines in use than any 


other type. 


U/C Cement Sole Attaching Machines 
are also used in a greater number of 


factories than any other type. 


These and auxiliary machines consti- 
tute the most efficient and advanced 


equipment available for the manufac- 


ture of this kind of footwear. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 








Boor anp SHOE RECORDER ; 
combining THe SHOE RETAILER, July 9, 1933 45 













¢ EXHIBITORS AT THE BOSTON FAIR ° 


Hotel Statler, July 11, 12 and 13 
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More Repeat Business 


means e@ee 


MORE PROFIT 


Your chance of return business 
from any customer is greater 
when you sell the extra satis- 


faction of Miller Shoe Trees. 


The evident use for which trees are made 
—KEEPING SHOES IN SHAPE—is the rea- 
son. Extra satisfaction in a pair of shoes 
through the use of shoe trees is bound to re- MILLER SPLIT 
flect good will and confidence in the shoe. PACK-FLAT TREE 


Sell Miller Trees for many reasons but 
right now realize their extra pairage value in OO 
the maintenance of greater respect for qual- @ 
ity footwear. 


AT RETAIL 
O. A. MILLER TREEING MACHINE CO. 


BROCKTON, 
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Teach Your Ad Dollar to Have More Cents 


[CONTINUED FROM PAGE 26] 


fifteen, thirty minutes and multiples of 
them are sold. Talent for your pro- 
grams is furnished by yourself or the 
station and cost addditional. 

8. RADIO ANNOUNCEMENTS. Many 
shoe stores have employed spot an- 
nouncements successfully. “Spot” an- 
nouncements are short and are placed 
in advantageous spots as selected by 
the advertiser and the radio station. 
They are especially effective when used 
to announce some price change or fash- 
ion information of general interest. 

9. NOVELTIES. These take many 
forms, such as candies, mints, balloons, 
calendars and other forms of goodwill 
advertising. Some shoe stores report 
unusually good results from such ad- 
vertising. 

10. SIGN ON YouR Truck. Get a 
good sign put on your delivery truck, 
if you have one. Keep your truck 
washed and polished, too, because that’s 
good advertising. If you have bicycle 
or motorcycle delivery vehicles you can 
have the right kind of signs on them, 
too. 
11. SIGN ON Top or TRUCK. The 
tops of trucks are seen daily by hun- 
dreds of people in the downtown areas, 
and here is an almost totally unused 
way of advertising. 

12. SIGN ON PENTHOUSE OR ROOF. 
The penthouse or roof offers in many 
cities an excellent opportunity for an 
advertising message. In all forms of 
advertising to be read at a distance, 
as on top of the truck or the building, 
the lettering should be simple Gothic, 
preferably all capital letters. 

18. SIGN IN FRONT oF Store. As 
common as this form of advertising is, 
there are many stores in every city 
without adequate, easily seen signs on 
the front of the building. These may 
take many forms, from the simple 
painted hanging sign to the more elab- 
orate illuminated, animated, type. 

14. SIMDEWALK SIGNS. Some are im- 
bedded in the cement, others are placed 
on the edge of the sidewalk in sand- 
wich-board fashion, where ordinances 
do not prohibit it. Some cities have 
illuminated signs on garbage cans for 
advertising messages. 

15. SIGNS ON VALANCES. Window 
valances in most cases carry little or 
no sign or emblem that would help the 
passer-by to distinguish the store. 
Here is a possibility. 

16. NAME ON Price Tickets. Here 
is an often overlooked place to feature 
the store name. The cost is small, too, 
for the great amount of personalized 
advertising you get. 

17. NAME ON Carbs. Your store 
name can be imprinted on the card- 
board for very little cost. Then every 
window or interior sign or card will 
carry the uniformly styled store im- 
print. 

18. NAME PLATES IN WINDOWS. Some 
stores have cast bronze store name 


plates in their windows, others have 
made, or had made, the same type of 
name plate in wall-board, stained or 
stippled with plastic paint to resemble 
the genuine metal plate. 

19. STICKERS ON PACKAGES. These 
are not expensive, and may be some- 
times used to add emphasis to a special 
event. 

20. STICKERS ON CHECKS. These are 
being widely employed now by business 
firms of all kinds. Some solicit busi- 
ness on a reciprocity basis. Others 
just make a polite bid for business on 
other grounds. 

21. NAME ON STICKER TAPE. Many 
stores using gummed tape for sealing 
packages fail to use the space on the 
tape for an effective store message. 
This cost here, too, is small. 


22. NAME ON WRAPPING TAPE. In- 
stead of plain twine, many stores use 
a fiber wrapping tape or ribbon, from 
¥%-in. to %-in. size, bearing the store’s 
imprint or complete message. 

23. Fancy Boxes. At Christmas 
time, almost all stores have gift boxes 
—yet so few of them have attractive 
gift boxes for use the rest of the year. 
They can easily be had, with the store’s 
advertising on them. 

24. PRINTED TISSUE SHEETS IN PACK- 
AGES. Here is a bet that has long been 
overlooked by shoe stores. Many use 
plain white tissue in wrapping shoes 
for delivery, but apparently none ever 
used a printed tissue for the purpose. 
This would be especially impressive 
with better quality shoes. It would en- 
hance their value quite a bit. 

25. SIGN ON Porters’ Caps. If you 
have elevator attendants, porters or 
other service employes, you can buy 
very attractive caps for them. And 
they carry your advertising wherever 
they go. 

26. STITCHED SIGN ON _ PORTER’S 
CLOTHES. This presents another oppor- 
tunity to make use of your employees 
as a walking booster for your store. 

27. Britt INSERTS. Statement enclos- 
ures should be placed in every mailing 
of bills. The cost can be regulated and 
controlled to almost any figure. 


28. PACKAGE INSERTS. They can be 
successfully used in many ways; to call 
attention to other merchandise, other 
departments, or to coming events. 


29. Pay ENVELOPE INSERTS. Adver- 
tise to your own employees. In some 
localities shoe stores furnish the pay 
envelopes for large industrial firms for 
the privilege of placing advertising on 
them. 

30. THEATRE TICKET ENVELOPES. 
Like pay envelopes, theatre ticket en- 
velopes are being used to carry ad- 
vertising messages. In many cases 
shoe retailers are supplying the envel- 
opes for local theatres and dramatic 
organizations, and getting the use of 
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the front of the envelope for advertis. 
ing purposes in return. 

30. THEATRE CURTAIN SIGNS. Local 
playhouses, lodge assembly halls, and 
other places frequently solicit adver. 
tising on their stage curtains. This typ. 
of advertising is not generally ver 
costly. 

31. Book MatcHEs. Book match ad. 
vertising is widely used at this time 
by shoe stores, and its use will increase, 
apparently. When used in cooperation 
with a manufacturer buying in quan. 
tity, the cost of book matches bearing 
your store advertising can be held at 4 
fairly low figure. 

82. INSERTS IN Book Marcues, 
Some enterprising shoe retailers even 
use bright colored inserts or tickets 
tucked in the inside of the book match 
cover. This is useful for special events 
such as sales or price revisions. 

33. GOVERNMENT Post CARDS. This 
is a very inexpensive method of direct 
advertising. There is no cost for pa- 
per stock—you pay for the printing, 
the plates and the addressing. You 
can control the cost to a high degree, 
Government post cards permit many 
stores to carry on small direct adver- 
tising campaigns and promotions that 
would not be possible otherwise. 

34. OTHER MAILING CarpDs. When 
you need color, unusual size, or a big 
spread for little cost, the other types 
of mailing cards which your printer 
can tell you about will come in handy. 

35. Fotpers. These are quite flex- 
ible in the cost, size, and treatment. 
The simplest form of all is the time. 
table type of folder; the least costly, 
generally, is the French fold type, 
printed on one side and folded to form 
both inside and outside advertising 
pages. You can mail them in envelopes 
—or make them of the self-enclosed 
type, and save the cost of the envelopes. 

86. CATALOGS. These are not so wide- 
ly used now by shoe stores, except 
where the business is heavily on the 
side of staple shoes. Quickly produced 
folders and smaller mailing pieces have 
taken their place to a large degree. 

37. WINDOW BACKGROUNDS AND Ma- 
TERIALS. At this time clever window 
display men are taking advantage of 
the modern trend in design to incor- 
porate a selling message or at least a 
store emblem in their window back- 
grounds and materials. Screens, back- 
ground panels, and many other display 
items can be made to bear short mes- 
sages. 

38. Lerrers. Letters are very flexible 
for advertising purposes. You c:in ab- 
solutely control the cost, the type of 
mailing list, and the message. 1 imeo- 
graph, multigraph, automatic type 
writer and manual typewriter /etters 
are the most commonly used forms. _ 

89. ProcRAMsS. Small space, intelli- 
gently used, can be successfully em- 
ployed in program advertising. 
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The lines permanently displayed at the Marbridge 
Building always merit your attention. The shew- 
rooms of the national leaders in the shoe and 
leather industries are maintained here all year 


office space for approved tenants. 


MARBRIDGE BLDG. CO., INC. 
1328 Broadway New York 





Students in Famous 
Foot Clinics of 
Chicago. Over 
35,000 foot cases are 
treated annually. 





ATTRACTIVE PROFESSION 


and economic stability in this uncrowded branch of medical 
science to those with a foundation in merchandising footwear. 

Illinois College of Chiropody and Foot Surgery is entering on 
its twenty-first year as the leading educational institution in this 
specialized field. Two and three year courses leading to degree: 
Doctor of Surgical Chiropody. Three buildings, wide recogni- 
tion, scientific equipment, excellent faculty of Chiropodists, 
physicians, surgeons, chemists and orthopedists. 35,000 foot 
cases treated annually in foot clinics operated in connection 
with the school. 

High school Education or the equivalent thereof, required for 
entrance. Catalog upon request. 


i, EGE OF CHIROPODY AND FOOT SURGERY 


9, postage prepaid. 
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A GREAT OPPORTUNITY 
FOR BUYERS 


NEW LASTS 
NEW PATTERNS 


FOR CHILDREN 
OXFORDS —SHOES — HI CUTS 


Complete Line 
on Display 
at Hotels Essex 
and Copley Plaza 
During the 
Boston Style Show 
Week, July 11, 12, 13. 
In Attendance 
Max Beckerman, 
Benny Schachter, 
A. H. Sonntag 
Who Will Appreciate 
Your Calling 
to See Our 
Fall Line. 


A. H. SONNTAG 
GENERAL MANAGER 


MAX BECKERMAN 
GENERAL SALES MCR. 


Jefferson 


SHOE MANUFACTURING COMPANY, Inc. 
NEWTON, NEW JERSEY 











Selling Service Through Salesmen 


[CONTINUED FROM PAGE 28] 


of their length of service and conse- 
quent efficiency. But even more im- 
portant, the public was definitely in- 
terested in each story. I noted count- 
less men stopping to read every word, 
and-the same men returned the follow- 
ing week to read the next story. In 
addition, the cards definitely accom- 
plished the purpose of sounding a note 
of quality and general proficiency. 
Just yesterday, three weeks after the 
last card was shown, a man came in 
and commented on the series.” 

To give an idea of the appearance 
and the general text, one of the cards 
is herewith reproduced and the word- 
ings of two cards are given. 

“Second of a series. Gentlemen— 
Meet G. Clifford Burch, one of Hess’ 
scientific shoe fitters: Cable cars were 
still traveling Baltimore Street when 
Mr. Burch came to Hess’s on Nov. 17, 
1897. Many changes have come over 
the old. street since then—few of the 
old. familiar scenes now remain. 

“In all these years, Hess has ad- 
hered rigidly to the principles of per- 
fect shoe fitting laid down by the 





founder. Today, as in ’97, every pair 
of Hess shoes is fitted in a scientific 
manner that eliminates all guess work. 
Mr. Burch’s experience in fitting Hess 
shoes will prove invaluable to you. 
May he serve you?” 

“Eighth of a series. Gentlemen— 
Meet A. H. Homburg, another of Hess’s 
scientific shoe fitters. At Hess’s since 


Oct. 8, 1915. Many of Baltimore’s. main | 


thoroughfares still resound with the 
rattle and clatter of cobblestones in the 
“good old days” of 1915, when Mr. 
Homburg joined the Hess sales staff. 
Remember how you _ bounced—and 
bumped—and jolted, as you went your 
merry way about town? 

“Times have changed considerably 
since then—and so have the methods of 
shoe fitting which Mr. Homburg fol- 
lowed in those days. Hess’s have al- 
ways been quick to adopt any new im- 
provement, and today we offer you the 
‘last word’ in scientific shoe fitting ser- 
vice. Let Mr. Homburg fit you with a 
pair of Hess shoes. You’ll revel in the 
new-found comfort and satisfaction of 
shoes that really fit.” 








Quality Standards Assured 
[CONTINUED FROM PAGE 32] 


sentative of the Wm. Hengerer Co. 
“Scientific testing laboratories like that 
maintained by Macy’s are a wonderful 
thing to protect the store and custom- 
ers alike, but there are so few retailers 
who can spend the money for such a 
laboratory that they must depend upon 
similar bureaus maintained by reputa- 
ble manufacturers.” 

The footwear department of the Wm. 
Hengerer Co., occupying almost a third 
of the floor space on the second floor 
of the nine-story Main Street build- 
ing, extending through to Washington 
Street, features only recognized brands 
of quality footwear. It has been build- 
ing up a wide clientele of customers 
over a long period of years on the basis 
of scientific shoe fitting, style and qual- 
ity regardless of low price competition 
which has become very keen during the 
last few years. 

Mr. Shibe, the shoe buyer, who was 
formerly with Gimbel Bros. of Pitts- 
burgh, says there has been increased 
consumer recognition of quality this 
season, and he believes that stores plac- 
ing emphasis upon style and quality 
standards will be among the first to note 
an upswing in sales whenever business 
conditions become more settled. 


Eckert Quits 


NEw PHILADELPHIA, 
Eckert and Son, pioneer retail shoe 
store here, 65 years in existence, will] 


On10o—J ohn 


discontinue business soon. Stock dis- 
posal preparatory to quitting business 
is now in progress. 





Looking Forward with the Tanner 
[CONTINUED FROM PAGE 21] 


a major problem. On the other hand, 
upper- and fancy-leather tanners may 
find it desirable to place less emphasis 
on solving purchasing problems and to 
concentrate on studying finished-goods 
markets. The different factors of the 
industry must recognize the difference 
in importance to them of the various 
problems. 

Unfair trade practices would in all 
probability fade out of the picture if 
the solutions to the first two problems 
were found. In the meantime, however, 
much can be done through trade co- 
operation. Publicity to prevent pro- 
motors and bankers from putting new 
money into the industry and so retard- 
ing the correction of the overcapacity 
problem, dissemination of data by 
trade associations, and individual fair 
dealings, together with outstanding 
merchandising and concerted action 
against offenders, offer the most prom- 
ising lines of approach. 

Excerpt from article appearing in 
Harvard Business Review. 


Martin Store Sold 


PaIntTeD Post, N. Y.—Mrs. Mabel D. 
Martin, owner of the Martin depart- 
ment store, had sold the same to Sam- 
uel Green and Samuel Grossman of 
Philadelphia. The store was founded 
18 years ago. Fred L. Martin entered 
as a partner two years later and on 
his death on 1928 Mrs. Martin assumed 
control. It is the only department 
store here. 


« 


Shoes Top Notch Golfers Wore 
[CONTINUED FROM PAGE 19] 


Bobby Cruickshank wore a black ang 
white golf shoe with a slight tip ang 
quarter of black calf. His shoes algo 
were spiked. 

Jose Jurada, the Argentine, with whom 
the Prince of Wales.played twenty con. 
secutive days last year when Jurada 
was entered in the British open, : wore 
black and white shoes of calf.- The 
black calf tip was slight, seats | cover- 
ing the toe. 

The all-over white golf shoe | Was se- 
lected by Walter Hagen, one of the most 
meticulous dressers on the links. His 
shoes were heavily perforated, with a 
wing tip and back part giving ‘them a 
very broguey appearance. The edges of 
the soles were black and contrasted 
with the rest of the shoe. 

The selection of a majority of play- 
ers in the United States Open was black 
and white golf shoes. Occasionally 
pair of tan and white shoes were seen, 
but black and white led the field by a 
large majority. Spikes were adopted 
by the experts 100 per cent. 

The predominance of the black and 
white and all-over white golf shoe worn 
by the players demonstrated that these 
types are practical and can be worn on 
the links without becoming soiled or 
unattractive in appearance. 


Important Decision in Patent Law 
’ [CONTINUED FROM PAGE 18] 


tion on the fact that it has no ‘regular 
and established place of business’ in 
this District, within the meaning of 
Section 48 of the Judicial Code.” 

In support of this contention, the de- 
fendant referred the court to a nun- 
ber of authoritative cases. 

“In conclusion, we respectfully sub- 
mit that this defendant should be sued 
in its own district, where the jurisdic- 
tion is free from doubt, where the de- 
fendant has proper facilities and evi- 
dence with which to defend the action 
on its merits and, therefore, should not 
be put to the unnecessary hardship, in- 
convenience and expense by being 
drawn into the Courts of the Southern 
District of New York. That law and 
equity require that this Court quash 
the service of the subpoena and dismiss 
the Bill. 

“FOR ALL THE FOREGOING 
REASONS THE MOTION OF THE 
DEFENDANT TO QUASH THE SER- 
VICE OF THE SUBPOENA AND TO 
DISMISS THE BILL IN THIS SUIT 
SHOULD IN ALL RESPECTS BE 
GRANTED, WITH COSTS.” 

The decision of the court, after study- 
ing the foregoing points and others pre- 
sented in the defendant’s memorandum, 
established as a basic principle in de- 
sign patent litigation that the defend- 
ant should be sued in his own district. 
The importance of this decision is quite 
apparent for the ease with which suit 
can be brought against manufacturer 
or retailer and difficulty of appearing 
at a point hundreds of miles distant. 
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Hide Futures Rise 


New YorK—Hide futures trading on 
the New York Hide Exchange during 
the past week was featured by sharply 
higher prices and a marked increase in 
trading. Some of the active positions 
reflected net gains of almost 15 per 
cent over the previous week’s finals, 
showing advances of from 35 to 70 
points for the period. 

Considerable activity developed in 
the Argentine and domestic spot hide 
markets. The domestic market early in 
the week registered fractional declines 
which had been previously discounted 
in the futures market, but later in the 
week spot hide sales were reported at 
fractionally higher prices in line with 
the trend on the Hide Exchange. 


Sales in Chicago 


CHICAGO, June 30—Shoe sales, started 
a week ago in special features, are the 
week’s news in Chicago. The biggest 
selling items are whites. Some retail- 
ers are reporting reorders on whites 
after a clean-out through sales. 

One of the striking windows advertis- 
ing sales is at the Hub. It illustrates 
the present vogue for window poster 
effects. Modernistic lettering carries a 
further appeal to the -modern eye. 
Shoes are displayed on a foundation of 
green grass. A green background with 
striking use of black and white brings 
it still further up to the minute. 

A block down the street the Davis 
Store is using a centennial blue win- 
dow background for its display of white 
shoes. A huge poster announces white 
footwear. 

In the center, the head of a mannikin 
wearing a splashing red and white tie 
gives the tri-color, essential this season. 
The price is modestly announced in 
small figures in each pair. 
_——— 


> PROFITIZE YOUR BUSINESS IN 1932 4 
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SATURDAY, JULY 9, 1932 


More Women Factory Workers 


WASHINGTON, D. C.—The number of 
employees in shoe factories throughout 
the country increased somewhat be- 
tween 1920 and 1930, the last two cen- 
sus years, according to figures made 
public by the U. S. Bureau of the 
Census. 

It is shown in the report that the 
number of operatives in shoe factories 
increased from 206,225 in 1920 to 
209,928 in the last census year. These 
figures include 73,412 women in the 
former year as compared with 81,551 
in the latter. 

Laborers in shoe factories decreased, 
however, going from 19,210 in 1920 to 
18,389 two years ago. The number of 
women included in the totals dropped 
from 5016 to 4742 in the same time. 

In other divisions of the leather in- 
dustry the number of workers fell off 
and the totals for all leather workers 
were 279,231 in 1920 and 267,518 for 
1930. 


Men’s Shoes Show Action 


ATLANTA, GA.—Sales for: the new 
men’s sport type shoes have increased 
from 3 per cent to 30 per cent as a re- 
sult of a week’s campaign conducted by 
Paul Barcroft, manager of the Zachry 
shoe department, featuring Miller-Cook 
and Nettleton shoes. 

The steps taken by Mr. Barcroft are 
interesting and may serve as a model 
for other shoe dealers interested in in- 





Sasa 


Rule of Four-Stock Control 


Total the number of pairs of your whole 
stock, or any classification thereof, then divide 
by four. Should the sales for the month not 
equal this division, you are not turning your 
stock sufficiently or satisfactorily to keep it 
in up-to-date condition. 

Example: 1200 pairs of men’s shoes in stock, 
divided by four, equals 300 pairs the necessary 
sales per month to make a three-time turn-over. 








omar 








EVERY WEEK 


troducing new styles or models. First, 
Mr. Barcroft wrote a letter to some 
160 members of the Atlanta Athletic 
Club, introducing the new shoe and ask- 
ing them to come in and see it. 
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Summer Shoe Sales Good 


BALTIMORE, Mp.—Seasonal weather 
plus the usual holiday glamour inciden- 
tal to the observance of the “glorious” 
Fourth of July, which this year brought 
with it a three-day holiday, has stimu- 
lated very satisfactory movement in 
white footwear and in white combina- 
tions such as black and white, tan and 
white, etc., in Baltimore, according to 
some of the leading and representative 
shoemen of the city. Sportive foot- 
wear designed for sportive occasions 
generally has had an appealing effect. 

Women’s sports costumes, beach 
pajamas and other popular modes of 
the. season have had their effect on 
white, etc., footwear because of the de- 
sire of femininity to match, harmonize 
or blend their footwear with costumes. 

The unusual play on_ sanforized, 
flannel-like trousers in plain, but par- 
ticularly white with black stripes in 
the men’s shops have stimulated un- 
usual activity in men’s sports foot- 
wear, particularly black and white and 
other combinations. 

The footwear for both men and 
women selling in the so-called popular 
price range and lower price levels, sold 
best. 


Good White Business 


Des MOINES, IowA—Heavy stocks of 
white shoes are being rapidly sold out 
by local shoe merchants, although the 
peak demand has fallen off earlier this 
year than usual in the opinion of T. 
Frank Jaques, head of the Field Shoe 
Company. Traveling shoe salesmen 
through the midwest states report the 































The 


Announcing 
NEW FALL 


STYLES 
For Men and Boys 


The 1932 Fall line of Thayer Shoes 
for Men and Boys reflects the same 
high standards of Quality renowned 
since 1872 — but better styled this 
year than ever. 


Created by the country’s leading 
stylists — reflecting exclusive style 
notes and presented in a complete 
line of fine leathers to meet the wide- 
spread appeal for larger variety in 
smart shoes for Men and Boys. 


THAYER MODE-O-PEDICS 


This exclusive scientifically-built idea 
embodies four distinct features that 
combine shoe comfort with right- 
styling — Flexibility — Non-Curling 
Inner Soles — Off-Centre Shank — 
Nailless Cupped Heel. 
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SHOES THAT ARE RIGHT FOR THE FEET 
AND RIGHT IN PRICE—WITH QUALITY 
MAINTAINED—NOW, AS SINCE 1872 


N. B. Thayer Shoe Company 


East Rochester, New Hampshire 


















STAY AT 


THE HOTEL 






MONTCLAIR 


LEXINGION AVE.49™ TO 5O™ST. NEW YORK 


Directly Opposite the Waldorf-Astoria 


ON YOUR WAY TO 
AND FROM THE 


BOSTON SHOW 


JULY 11, 12, 13 


Attractive Summer Rates Now in Effect 


800 ROOMS 


EVERY ROOM WITH BATH 


Single, from $3.00 per day 
Double, from $4.00 per day 


A RADIO IN EVERY ROOM 


Short walking distance from Grand Central 
Terminal and B. & O. Motor Coach Station. 
Ten minutes by taxi from Pennsylvania Sta. 


American Home Cooking Served in a Notable Restaurant 


OSCAR W. RICHARDS, Manager 
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game condition prevalent throughout 
this section. 

July clearances were started in June 
in a number of stores but without great 
success. The early Summer slackening 
up of business Mr. Jaques credits to the 
earlier promotion of white shoes this 
year. The situation is not serious, 
however, as the volume of white shoes 
sold early exhausted stocks fairly well. 
His store maintains its practice of hold- 
jing just two sales a year, one in the 
Winter and one in the Summer, and is 
not joining the general trend toward 
continual slashing of prices in sales. 

The local feeling is that Fall shoes 
will be’ shown earlier as one means of 
meeting the situation. Plain and 
trimmed suedes will be first introduced, 
he believes, rather than immediate re- 
version to the black kid. 


OBITUARY 
Charles P. Brady 


ATLANTA, GA.—Charles P. Brady, for 
the past 20 years manager of the men’s 
shoe department of the George Muse 
Clothing Company and one of the best 
known shoemen in the Southeast, died 
June 28 as a result of a self-inflicted 
rifie wound. 

Born in Atlanta, Mr. Brady, who was 
48 years old, entered business with the 
Inman-Smith wholesale company, in the 
shoe department. Later he worked for 
one year with Byck’s, well-known At- 
lanta shoe firm, and still later with 
Daniell Brothers, where he had charge 
of the shoe department. He had been 
connected with Muse’s for 25 years, 
most of that time as manager of the 
men’s shoe department. 

When the Southeastern Shoe Retail- 
ers’ Association was formed, Mr. Brady 
was elected first vice-president, and the 
year afterward he served as the second 
president of the organization. 

Brooding over the accidental drown- 
ing of one of his children two years ago 
and financial worries were said to be 
responsible for his act. 

Mr. Brady was a member of the 
Sacred Heart Roman Catholic Church. 
He is survived by his widow and three 
children. 








William Krell 


ALLENTOWN, Pa.—William Krell, for 
many years engaged in the shoe man- 
ufacturing business here and at Pen 
Argyl, Pa., died suddenly of a heart 
attack on June 21, aged 66 years. He 
was the founder of the William Krell 
Shoe Company. 


Orr Will Filed 


CINCINNATI—The_ will of James 
Potter Orr, late president of the Pot- 
ter Shoe Company, Fifth St., disposes 
of an estate estimated at $100,000. The 
will was made February 9, 1931, but 
cn May 14, 1932 a codicil was added. 
The widow, Mrs. Mary Elizabeth Orr 
is given all the property on Ingleside 
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__ FOUNDER & GRANDSON 





Here is the third generation of a great 
shoe family, J. K. Orr, III, standing behind 
his grandfather, J. K. Orr, founder of the 
J. K. Orr Shoe Co., Atlanta, Ga., manu- 
facturers and wholesalers. 

Mr. Orr recently visited New York to 
attend the 60th reunion of his class, held 
at the College of the City of New York. 
Mr. Orr is 75 years of age and active in 
the business. He is confident from his 
observations that the shoe business will 
continue to show improvement during the 
coming season. 

“Merchants today,” declared Mr. Orr, 
“are investigating manufacturers regarding 
their financial condition and reputation 
for carrying out their part of the respon- 
sibility after the order has been placed.” 

The J. K. Orr Shoe Co., was organized 
in Columbus, Ga., in 1884. In 1897 the 
firm moved to Atlanta. In 1907 the 
present factory now occupied by the com- 
pany was built. 
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Ave., (the Orr homestead) automo- 
biles, household furnishings, etc. The 
first will provided for a trust fund 
of $100,000 from which a son James 
P. Orr Jr. is to receive the income for 
life. At his death the principal of the 
fund will be divided among the three 
other children, Edward C. Orr, 2161 
East Hill Ave., Miss Betty Orr, 2412 
Ingleside Ave. and Mrs. Adelaide 
Bullock, 2818 Winslow Ave. The 
residue of the estate is to be placed in 
a trust fund from which the widow is 
to receive $15,000 annually until her 
death. The balance of the income is 
to be divided among the son Edward 
and two daughters Miss Betty Orr and 
Mrs. Adelaide Bullock. At the death 
of the widow the principal is to be 
divided among the three children. At 
that time also the son Edward is to 
receive his father’s interests in the 
Potter Shoe Company. 

In the codicil the $100,000 bequest to 
the son, James P. Orr, was cut to 
$50,000. 
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For all outdoor wear — 
Girl Scout, Camp Fire, and 
YWCA girls all represent an 
active market for these per- 
fect fitting shoes. They mean 
extra profits for you, so or- 
der today. 





DUDE RANCH CAMP-MOCS 


(GENIUNE GOODYEAR WELTS) 


IN STOCK — Always 


The 
CAMPER 


Style 308—Light smoke 614 
inch camp boot, gristle sole 
8/8, gristle heel. 


Sizes: 314/8 AAA—3/8 AA-A 
—214/8 B-C 
$2.85 


Write for Dude Ranch Camp-Mocs Catalog 
in natural colors, showing complete line. 


THE JUVENILE ; SHOE CORPORATION 


AURORA MISSOURI 
ST. LOUIS SALES OFFICE: JEFFERSON HOTEL 













WHERE TO BUY 


Shoe Forms 


I Fairy Jorms| 
FOR SHOES AND HOSIERY 


made from white, 
transparent or colored 


FAIR YLITE 
Shoe Form Co. Inc., Auburn,N.Y. 


hill 


WHERE TO BUY 
Men’s Shoes 


oa 6 oe OP ee ee 


MA 


Men's 
Fine 
Shoes 
Old 
Colony 
Shoe Co. 
Brockton, 
Mass. 





“A MAN’S DECISION” 


THE 


~ 


Boston—183 Essex Street 
N. Y.—915-917 Marbridge Bldg. 

















Ss OO as 
(@).. A. ot A. PACKARD ERARDCO., Makers 





and MILLER COOK SHOES 


A. E. NETTLETON CO. 
H. W. COOK, Presiden: 
Syracuse, N. Y. 








Stacy Adams Co. 


Manufacturers of 
MEN’S FINE 


























T GRADE ONLY” 


East EST GRADE U.S.A. 
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TO STIMULATE SPORT SHOE SALES 


In an endeavor to bring sport shoes forcibly to the immediate attention of the 
public, the Broadway and 40th Street Walk Over Store, New York City, took the 
colored “Sport Shoe Week” page from the BOOT AND SHOE RECORDER, had an 
enlarged photostat made, grouped 20 pairs of sport shoes down the front of the 


window and sold sport shoes. 


This page from the Recorder was enlarged in size to 42 by 66 inches and made 
an impressive eye- -catching background. Newspaper advertising, run concurrently, 
carried the catch phrase “Give your feet a change of scenery.’ 

In keeping with the policy of the house, some 20 pairs of Main Spring Arch 
shoes were grouped to the left of the sport shoe display. Grover T. Cronin, who 
has charge of 14 New York Walk Over store windows, arranged this trim. 
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Aids Scout Movement 

New YorkK—With Robert E. Binger, 
of the New Castle Leather Company, 
at the helm, the leather industry has 
aligned itself with the Boy Scout Foun- 
dation of Greater New York in its ef- 
fort to assist more boys to have the 
benefit of the Scout movement and par- 
ticularly its outdoor camp program this 
Summer. 

Mr. Binger heads up a committee 
which will lead in the effort of the 
leather industry to raise its share of 
the $100,000 declared absolutely nec- 
essary by Governor Roosevelt to carry 
on the program of the Boy Scout Move- 
ment in Greater New York alone. 


New Bedell Buyer 

PORTLAND, OrE.—Ben A Rich, for- 
merly shoe buyer for Proctor’s women’s 
wear shop at Portland, has been ap- 
pointed buyer of the basement shoe 
department at Bedell’s, according to 
Oscar Olman, proprietor of the shoe 
departments at this store. 

John Michelbrook, with Proctor’s the 
past six months, has succeeded Mr. 
Rich at that store. 


Lasky with Torson 

GRAND Rapips, Micu.—I. A. Lasky, 
who has been in the employ of the Dia- 
mond Shoe Company and previously 
was with Excelsior Shoe Company, will 
represent the Torson Line of shoes 
manufactured by the Herold Bertsch 
Shoe Company at Grand Rapids. Mr. 
Lasky will have his new line of calf- 
skin samples to retail at $3, $4 and $5 
July 25 and will begin to call on the 
Chicago, Illinois and Iowa trade then. 
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Awarded School Medal 


ATLANTA, GA.—Oscar H. Thompson, 
son of Oscar Thompson, merchandising 
manager of the shoe department for 
Rich’s, Inc., was recently awarded the 
general excellence medal at Riverside 
Military Academy, Gainesville, Ga., as 
being the cadet who best represented 
the ideals of the school. Mr. Thomp- 
son, who was a graduate this year, 
was cadet captain and was one of the 
most popular boys at the academy. 


Bacon Goes to Ballard 


SEATTLE, WAsH.—Sanford L. Bacon, 
well known on the Pacific Coast in 
leading shoe circles, has purchased the 
Central Shoe Store in Ballard, north- 
ern community of Seattle, Wash. This 
store, known as Powell’s Central Shoe 
Store, has been operated by the young 
son of F. E. Powell of Davenny & 
Powell, representatives of the Buster 
Brown shoe lines in the Terminal Sales 
Building. 

The new proprietor of the Central 
has a large background of shoe experi- 
ence, and was literally born with a 
shoe horn in his hand since he was 
associated at an early age with the 
shoe departments of the Emporium in 
San Francisco and other large retail 
stores. For the past five years he has 
been manager of a national shoe organ- 
ization at Seattle in which city he has 
resided for the past seven years, all 
devoted to the shoe business. 

In taking over the Market Street 
store, he has reopened with a sweep- 
ing sale. He will continue to feature 
the Central shoes and expects to build 
up the three departments of this store, 
stocking a wide range of men’s shoes, 
footwear for women, and those for the 
children. 
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WINDOWS TELL STYLE STORY 


The “props” of artificial flowers and 
silk-by-the-yard which are the old 
stand-bys of nearly all volume-price 
shoe-store windows in America have 
been banished from the A. S. Beck 
Shoe Chain’s windows—at least for the 
time being. 

A large chalk fashion sketch of a 
seated woman in modern technique is 
repeated all along the background in 
clothes suggesting the different occa- 
sions. Shoes are effectively tied up 
with the occasion by being placed on an 
out-jutting shelf built into the back- 
ground just below the fashion sketch. 


Wochos Elected President 


PORTLAND, OREGON—The Portland 
chapter of the Pacific Northwest Shoe 
Retailers’ Association elected Steve 
Wochos president of the chapter at the 
regular annual election June 20. Mr. 
Wochos, who is owner of the upstairs 
shoe department at Lipman, Wolfe & 
Co., succeeds Will Knight, retiring. 

Other officers are: Ward B. Brazel- 
ton of Brazelton’s, vice-president; 
Harry Goldstein, of the Eastern Out- 
fitting Co., treasurer and H. A. 
Thomas, upstair shoe department buyer 
at Olds, Wortman & King, secretary. 

Mr. Wochos plans to have outside 
speakers at the monthly dinner meet- 
ings to discuss such problems as re- 
turns, suggestive selling, stock control 
and advertising. 


» TRADE DOINGS 


New Bottom Filler 


LANCASTER, Pa.—A new cold process 
bottom filler is being introduced to the 
manufacturing industry by the Arm- 
strong Cork Company of Lancaster, Pa. 

Developed for regular and cemented 
welt construction, the new filler also 
serves very satisfactorily in stitched or 
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Immediately below the shoes, lettering 
tells the occasion for which the shoes 
were chosen. They are: to travel in, 
to play in, to tea in, to stroll in, to 
dance in, to shop in, to week-end in, 
to sport in, to walk in, to golf in. 

The windows are entirely free of 
every interference. Every inch of space 
is covered with shoes. This window de- 
feats none of the necessities of the 
volume-price shoe stores, certainly not 
their problem of introducing as many 
shoes as the window space will bear. 
In fact, it gives extra space to display 
their merchondise. 


cemented types of McKay construction. 

Applied with a spreading knife in the 
usual manner, the filler packs closely 
under inseaming and to a large extent 
helps overcome trouble with curled in- 
soles. ItS natural cork color reduces 
the possibility of stained welts. 

This new product is extremely light 
in weight and flexible, due to the high 
proportion of fine grade cork to the 
amount of binder in its composition. 

The filler dries rapidly and the shoe 
bottom is ready for cementing within 
fifteen minutes. When thoroughly dry 
it virtually becomes a sheet of cork 
composition. Although resilient, the 
filler is said to remain permanently in 
place and will not become distorted. 
By the use of an entirely new type of 
binder, shrinking as well as “creeping” 
is said to be eliminated. 


Opens Shoe Department 


POMONA, CAL.—The Orange Belt Em- 
porium, leading department store, re- 
cently opened a new shoe department. 
Louis Champous is manager of the de- 
partment, and Perry Lloyd is his as- 
sistant. 

As opening specials, the shoe depart- 
ment offered a pair of hosiery from its 
stock free with the purchase of each 
pair of shoes of $4 or higher value. 
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WHERE TO BUY 


Women’s Shoes 
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CUSHION SHOES 


FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 











STETSON-ABBOTT SHOE COMPANY 


WRITE FOR SAMPLES AND CATALOG yA 
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WHERE TO BUY 


Sport Footwear 


le li lle ele al 


BASS 


GENUINE 
MOCCASIN |.)5 





41 MAIN ST 


G.H.BASS & CO. 


WILTON, MAINE 
=a 


WHERE TO BUY 
Ballet Slippers 





In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 paiv 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 











BLACK KID BALLET 
SLIPPERS 


‘ Soft 
Ladies’ 2% to 
Misses’ 11% to 2 
Children’s 6 to 11 1.25 
r pair Higher 


ROTH §S ° 
50 N. 4th St., Philadelphia 




















WHERE TO BUY 


Men’s and Women’s 
Slippers 








Oh) L. B. EVANS’ SON CO., Wakefeld. rt x) 


W. S. CHASE & SONS, INC. 
HAVERHILL, MASS. 
Genuine Handturned 
Leather-lined kid Mule 
Patent-Red - Blue- Tan. 


In Stock 








te Retall at $2.00 
Write for cotelogue 
FREE MAN-THOMPSON 
SHOE COMPANY 
St. Paul, M inwoneta 

















WHERE TO BUY 
Sandals 


*_KENDALL’S SANDALs_ 


GRECIAN CAMP 
TENNIS AND 
DANCING SANDAL 
Full Sizes Only 
from 6 child's te 
10 women’s 
Made of Elk 
Brown 





Single Pairs 
$1.15 











% KENDALL SHOE COMPANY 
HAVERHILL, MASSACHUSETTS 


* 





Opens Children’s Department 


CINCINNATI—The new children’s 
shoe departments of the Smith-Kasson 
Shoe Company, Fifth St. is staging a 
three day opening beginning July 1. 
One department is for very young 
children and the other is for older 
children. The departments have been 
put in by makers of Buster Brown 
shoes. If successful here similar depart- 
ments will be put in other stores 
throughout the United States. The 
older children’s department is called 
“Little America.” 

The color scheme is silver, green and 
cream. The walls give a pageant of 
history in painted murals. The younger 
children’s department is named “Hap- 
pyland.” A huge brown mushroom is 
the room sheltering cosy leather seats. 
A giant frog with electrically blinking 
eyes, lolly-pops, tennis rackets, trees, 
fishes for chairs and many other amus- 
ing things are there to amuse the 


little folks. 


New Baltimore Shoe Stores 


BALTIMORE, Mp,—Lee’s, Inc., headed 
by I. Lee Cohen, has opened an exclu- 
sive men’s shoe shop at 3424 Eastern 
Avenue, Baltimore. Shoes for men 
have been carried in the furnishings 
establishment operated by Lee’s Inc., at 
2426 Eastern Avenue for some time, 
but this is the first time that an ex- 
clusive men’s shoe shop has been op- 
erated by the concern. This has been 
made possible through an expansion 
program of the concern which has in- 
cluded taking over the building now 
occupied as the shoe shop. Men’s and 
boys’ footwear in the low and so-called 
popular price range are carried, with 
$2.95 and $3.95 the principal prices. 

The Boston Shoe Shop has been 
opened at 418 East Baltimore Street, 
making another addition to the exclu- 
sive men’s and boys’ retail shoe field 
of the city. Prices begin at $1.98. 


Gets Charter 


PITTSBURGH, Pa.—A Pennsylvania 
charter was granted to the Rehling- 
Nettleton Company, to engage in the 
sale of footwear of all kinds. The 
Rehling-Nettleton Store is located on 
the Oliver Ave. side of the Union 
Trust Building. John W. Rehling, 
Emily H. Wilson and Raymond M. 
Worley are the incorporators. Mr. 
Rehling has been operating a Nettle- 
ton store for men’s footwear in a store 
adjoining the new location. 


Horne Opens Basement 


PITTSBURGH, Pa.—The Joseph Horne 
Company, one of the leading depart- 
ment stores in Western Pennsylvania, 
on September 1, will open a basement 
store with J. W. Heintzelman in charge 
as merchandise manager. A large sec- 
tion of the new store will be giveh over 
to the sale and display of footwear 
and hosiery. 
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In New Quarters 


BostoN—The Quality Pattern Con. 
pany is now occupying new and larger 


quarters at 133 Essex Street, Boston. 


Opens Slipper Shop 
NEW ROCHELLE, N. Y.— Bernarj 


Weichsel has recently opened a ney 
shoe store at 612 Main Street, Ney 
Rochelle, under the name of The Ney 
Slipper Shoppe. William Cohen is man. 
ager. Laird Schober and Sherwoo 
shoes are carried, with prices up to 


$14.50. 


Suit Over Design 


New YorK—Seymor Troy & Co. are 
seeking an injunction and accounting 
from the A. S. Beck Shoe Co. in a 
suit filed in the United States District 
Court, in which is charged the infringe. 
ment of design pattern used in the 
manufacture of women’s shoes. The 
patent in the suit bears the serial 
number 84,664 and was originally jis. 
sued to Seymour Troy who assigned the 
commercial rights to the corporation, 


Shoe Factory Expands 


BALTIMORE, Mp.—The Chesapeake 
Shoe Manufacturing Company has be- 
gun production in its new and larger 
quarters at 300-312 North Front Street, 
The new quarters give the concern 
more than 10,000 square feet of floor 
area, which is almost twice as much as 
it formerly occupied. The company 
manufactures children’s and girls’ welt 
shoes. 


Shows Fall Felts 


New YorK—The American Felt Com- 
pany has issued an attractive booklet 
featuring its Soleil Felt and showing 
swatches of various colors and weaves 
for Fall, together with illustrations of 
patterns designed by prominent manv- 
facturers for use. with felt. Brown, 
Porto red, black, cinder brown and pine 
needle green are among the colors 
shown in the swatches. The booklet, 
which is attractively illustrated and of 
much interest to buyers, was prepared 
for shoe departments and shoe stores. 


Postpone July Markdowns 


CuiIcaco—Markdowns for regular 
mid-summer sales are being postponed 
until after the middle of July at Man- 
del Brothers, Mir. M. Propper an- 
nounces. To throw stock on the mar- 
ket at slashed prices right now would 
be to lose valuable profits during the 
next few weeks, he believes. 

Following closely on these late July 
sales, suedes and reptiles both alone 
and in combination will be the early 
fall headliners with this house. lli- 
gator, it is thought, will be especially 
good, particularly because the high 
price of the leather prevents its bing 
copied in low priced models. A ew 
frogskin will also be popular, \r. 
Propper thinks. 
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DRESSY WORK SHOE 





BosTON—It is noted in Boston and 
around New England that an increas- 
ing number of young fellows, college 
boys, salesmen, clerks and so on are 
wearing what might becalled dressy 
work shoes. These are usually of elk fin- 
ish leather, and made with the moccasin 
type pattern. 

Some are all brown or all black, but 
more often they are a combination of 
brown and natural elk, like the shoe 
illustrated. A few have been made 
with white vamps in combination with 
brown, smoke or black elk finish 
leather. There is apparently a larger 
number of rubber or composition soles 
used as compared with all leather. The 
type shown in the illustration is the 
most popular. 

The lighter vamp stitch on this sam- 
ple is attractive but the rope stitch 
is also seen. White sole stitching is 
sometimes used. Then, t¢ give the shoe 
a bit more style, fitting thread of a 
contrasting color is used and maybe 
a bit of fancy stitching for good mea- 
sure. In other words, the shoes can be 
made up according to the buyer’s 
wishes. 

These dressy work shoes are blessed 
with unusual powers of endurance. 
They are made to retail from $2.00 
and up, with most of the action around 
the $3.00 mark. Shoes of this type are 
seen in many manufacturers lines. 


Elmira Convention Plans 


ROCHESTER, N. Y.— Nearly half a 
hundred shoe manufacturers will hail 
the hoped-for business upswing by 
having exhibits at the 14th annual con- 
vention of the New York State Retail 
Shoe Dealers’ Association convention 
in Elmira September 12 and 13. 

Harry A. Chase of Rochester, secre- 
tary of the organization, is shaping 
final plans for the conclave in conjunc- 
tion with President Jesse L. Patton of 
Schenectady. The displays this year 
tend to return to their former elabor- 
ateness, it was said. 


Gets Building Permit 


CoLtumBus, On10—Certification of 
building permits to the Lape & Adler 
Co. indicate the extent of building 
operations which have been practically 
completed by the company. 

The permits and the estimated costs, 
as recorded by the city, are: Fire- 
proof boiler house, $17,000; addition 
to dust storage bin, $1,000; addition to 
plant, $40,000, and fire-proof storage 
building, $1,800. 
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Jaros-Robb Service Formed 


New YorK—Jaros-Robb Service, with 
offices at 1440 Broadway, is a new com- 
bination which will do sales promotion 
work on a specialized plan, for manu- 
facturers selling through department 
stores. It will be directed by Ernest S. 
Jaros and Thomas Robb. Mr. Robb has 
been for the past five years in charge 
of publicity at Retail Research Associa- 
tion and Associated Merchandising Cor- 
poration, New York, and previous to 
that sales promotion manager of James 
McCreery & Co. Mr. Jaros was public- 
ity director of the F. & R. Lazarus & 
Co., Columbus, Ohio, for 19 years, and 
established the Jaros Service in New 
York last year. The new concern will 
be equipped to render special service to 
stores, as well as developing for manu- 
facturers a new type of promotional 
effort in department stores. 


Lynn Factories Open 


Lynn, Mass.—A cooperative shoe 
firm will take and operate the former 
Prize Shoe Company. One of the com- 
munity’s oldest shoe manufacturers, 
John R. Donovan, has decided to re- 
turn. He will be sales agent and gen- 
eral manager of the firm. This plant 
expects to commence cutting operations 
before the first of July. 

A former local firm, the Melanson 
Shoe Company, will soon resume man- 
ufacturing in Lynn. The concern will 
utilize an entire factory building. As 
work develops, work should provide 
employment for at least several hun- 
dred shoe operatives. 


Dismisses Suit 


CoLuMBUS, OHIO— United States 
Court in Cincinnati has affirmed the 
order dismissing the suit of the United 
States Shoe Machinery Corp., Boston, 
against the H. Gordon Co., Columbus. 

The suit charged infringement of a 
patent covering heel-making machin- 
ery. The court order also enjoined the 
United company from interfering with 
the Gordon company’s business by 
threatening patent suits against its 
customers. 


Goodger Starts Production 


ROCHESTER, N. Y.—The Goodger 
Shoe Corporation have placed all fin- 
ishing touches on their new plant and 
are now manufacturing a complete line 
of first step turns, sizes 1 to 5, also 
stitchdowns in sizes 2 to 6, 6% to 8 
and 8% to 12 under the well known 
trade name HAPYTOZ. A complete in- 
stock department is maintained for 
weekly sizing. The sales force will 
leave for their respective territories on 
Monday, July 11. Charlie Vegiard, Ed. 
Bradley, Frank Kinsella, Sam Weiden- 
myer and Charles Dunbar, who have 
carried HAPYTOZ the past ten years, 
will continue to cover same territory as 
heretofore. 
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IN-STOCK , 
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SHOW CARDS THA 











Do You Ever Wonder What Your 
Window-Shopper Is Thinking? 


You can double the pulling value of your windows with Recorder 
Display Cards and Price Tickets, because they guide the think- 


ing of your window-shopper. 






People don’t buy until they want or need your merchandise. 
Appeal to that want on a basis of service, quality, personal satis- 
faction with the purchase. So-called cut prices, bargain prices, 
sales prices (except for broken sizes) have the effect of creating 
doubt as to the value offered in your window-shoppers’ minds. 


Women do compare values, usually in three stores—and the 
“cheapest” doesn’t get more than a 50-50 break. An even bet 
is no bet. 


Make your merchandise attractive in display—use Recorder 
cards for color and to talk your store service—and your businss 
will improve. 





Each month’s set of cards is colorful, artistic, with die-cut top, 
with hand-lettered selling messages, making it comparatively a 
simple matter to make the window trim fairly alive with your 
hearty invitation to come inside. 
Recorder Show Cards double the value of your window dis- 
plays! 

Complete Service Sent on Request for Inspection and Trial 






GIEBRATE / 


Give your feet 
a treat- 
these styh 
are picitag eS 
comfortable. 
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White board; design in red 
and blue; text in black. 


JULY CARDS 


Complete Texts 
sent on request: 
4 cards—Women’s Shoes 
2 car en’s Shoes 
1 card—Children’s Shoes 
1 card—Hosiery 
6 cards—On Store Service, 









Fitting, Quality, etc. 


Single cards—60c. each 
Without text—35c. each 


Special Introductory Service 
3 cards, with 50 blank tickets 
without card holders at $1.50 


per month 


On Annual Contract—Two 


Holders Supplied 











Attractive, 
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Colorful 
Hand-Lettered 
Price Tickets 


denominatie 
nd blanks 
D—Modernistic 3-Way, 
tone, Purple with ¢ 
edge or red with b 
edge, on white. 
6 dozen, $1.50 
12 dozen, $2.50 


All other price tickets ih 
trated are in two or 
colors, except “II,” wi 
is plain buff. 

6 dozen, $0.85 
12 dozen, $1.50 
J—Adjustable clips for p 

a 92.75 
gross, iy 
1 gross, $5.00 
K—Shoe Carton Tickets 


$2:50 per 500 
560 per 1000 






MANY OTHER 
PRICE TICKETS 
IN STOCK 


ALSO: Profit Charts D 
Stock Record, avi Finan¢ 
Record Systems. Ask { 
Samples. 

Check with Order— 

Please 

For odd price ticket ¢ 
inations aot in stock 
hand lettered, 15¢ per 














FREE—A Profit Chart, pocket size, with each order of (24 doz.) price tickets; clips or carton tickets. 


additional. 
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“ WANTED TO PURCHASE 


MERCHANTS’ NEEDS 





ne 

buy from manufacturers, jobbers ana 

Wi ters, stocks of shoes. Will handle 
quantities. 


large or small MILENS SHOE 
CO., INC., 1201 Grand Ave., Kansas City, 
Mo. 





will the best price for 
= cagies oF entire stocks of shoes, 
merchandise or department 







Write : Call 


Phone ° 
All matters strictly confidential. 
I, SIMON CO. 


101 Reade St.» New York Gy 
Phone Worth 2-59: 


——— 











We will buy from manufacturers, 
jobbers, and retailers, entire or 
surplus stocks of shoes. Our outlet 


large and 
email! quantities. 
KIRSCH-BLACHER CO., INC. 


590 Broadway New York 
Phone CAnal 6-4298 and 4299. 


enavles us to handle 

















~ BUSINESS OPPORTUNITY 


— 








YOU CAN HAVB A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no fry od 
or soliciting. Betablished 1894, 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 








Receiver Appointed 


Lynn, Miass.—J. M. Farquhar has 
been appointed a temporary receiver of 
the property of A. E. Little Co. Action 
was taken on petition filed in the Su- 
preme Court by the First National 
Bank of Boston as trustee under the 
first morgage bond indenture. Petitioner 
alleges that there have been defaults 
under the trust indenture because of 


@ failure of A. E. Little Co. to make the 


sinking fund payment due Oct. 1, 1931, 
and failure to pay taxes due Oct. 15, 
1931, and that there was also another 
default by action of the corporation on 
June 23 in making an assignment for 
the benefit of creditors. Petitioner seeks 
to foreclose the trust indenture which 
covers the plant in Lynn, about 360 
acres of farm land in Swampscott, 
Marblehead and Salem, and a small 
factory and wharf in Newburyport. 





Loots Store 


UNIONTOWN, PA.— Thieves so bold 
that they took shoes from a well- 
lighted show window and _ leisurely 
tried them on in the glare of a light, 
looted the W. T. Grant Company store 
and the Nell O’Neil Shoe Store here on 
June 28. About $100 worth of shoes 
were taken from the Grant store and 
about 20 pairs of shoes and eight dol- 
lars in cash was secured in the shoe 
shop. Evidence was left of how the in- 
truders tried on shoes in the Nell 
O'Neil shop. 
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It has been proved! 
The shoe store that 
offers a book for the 
kiddies attracts the 
trade of parents. 
Write tedey 
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Booth Displays Help Sales 


CHICAGO—The use of booths in dis- 
playing feature shoes is helping the 
regular shoe departments, several de- 
partment stores report. At Mandel 
Brothers booths set up in various 
parts of the store are featuring white 
mesh shoes. One in the men’s store 
picks up a lot of women’s trade, is the 
report. Over 15,000 pairs of this type 
of shoe have been sold, greatly helped 
by this type of display. 

Mesh shoes in white are also sold in 
booths at the Fair. This will be fol- 
lowed by an interesting display of col- 
orful beach shoes and sandals. Booth 
display is a form of advertising, calling 
attention to shoes of customers who 
might not find their way, otherwise, to 
the department, says S. Katz at the 
Fair. Many customers, who are satis- 
fied with the values of their booth 
buys, he says, find their way upstairs 
and become regular customers. 





Court Writ Invoked 


MILWAUKEE, WIs.—A temporary re- 
straining order to halt removal out of 
the state of two truckloads of merchan- 
dise was issued by Circuit Judge 
Charles Aarons on Sunday, June 26, on 
the affidavit of Attorney Fred Wright, 
representing the Plankinton Building 
Properties, Inc. The order was against 
the firm of Wise Shoes, Inc., which has 
a store in the Plankinton Arcade and, 
it is alleged, owes $2,402 for rent. 


Miles Shoe Co. Moves 


SACRAMENTO, CAL.— The H. Miles 
Shoe Co., who were located for some 
time at 603 K Street, have moved two 
blocks to 815 K Street. 








Opens Men’s Store 


SAN Dieco, CaL.—An exclusive shoe 
store for men has just been opened at 
407 Broadway by C. L. Parsons. 
Friendly Five shoes are being featured. 
Mr. Parsons has been with several 
Eastern chains. For the past two 
years he was connected with the Thom 
McAn stores. 
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Receiver Appointed 


AUBURN, IND.—The Red Goose Shoe 
Store here, operated by W. D. Houtzer, 
has suspended business and a receiver- 
ship established in circuit court with 
W. W. Ketcham receiver. He will sell 
the stock and close up the business. 
The Crowder-Cooper Shoe Company of 
Indianapolis, who filed the application 
for receiver, asserts the defendant owes 
a bill of $648 and has total liabilities of 
more than $4,000. 





Cincinnati Changes 


CINCINNATI—C. Maierson has been 
made assistant manager of the Fair 
Store Company’s shoe department, on 
Race Street. 

L. Bartel, formerly assistant man- 
ager of the shoe department has been 
transferred to the Covington, Ky., 
store. 





Early Summer Closing 


PITTSBURGH, Pa.—Six large depart- 
ment stores—members of the Retail 
Merchants Association—will close a 
half hour earlier during the two-month 
period beginning next Tuesday. 

The new summer hours will be from 
9 a.m.to5 p.m. The stores have been 
closing at 5:30. The new schedule will 
also be observed on Saturday. For- 
merly in July and August some of the 
stores closed at 1 p. m. on that day. 

On Tuesday, September 6, the normal 
store hours—9 a. m. to 5:30 p. m. will 
be resumed. 

The members of the Retail Mer- 
chants Association are Kaufmann’s, 
Joseph Horne Company, the Rosenbaum 
Company, Gimbel Brothers, McCreery 
& Co., Frank & Seder, Meyer Jonasson 
& Co. and Lewin-Neiman Company. 





Nisley Expands on Coast 


PoRTLAND, ORE.—The Nisley Shoe 
Co. of Columbus, Ohio, has leased the 
3,000 square feet of floor space at 356 
Alder Street and will open a retail 
shoe store there shortly. The company 
plans to remodel the front and interior 
at a cost of about $10,000. 















































































BOOTS AND SHOES 
Air-O-Pedic Shoe Co., Brockton, Mass 
Athletic Shoe Co., Chicago, Ill 


Bass, G. H., & Co., Wilton, Me. 

Blog Shoe Findings Co., New York City... 
Bob Smart Shoe Co., Milwaukee, Wis 
Booth, Walter, Shoe Co., Milwaukee, Wis... 
Brown Shoe Co., St. Louis, Mo 


Chase, W. 8., & Sons, Haverhill, Mass 
Cope. | Edwin, & Sons, Inc., E. Weymouth, 


Connell, J. M., Shoe Co., South nat aa 
Mass. 57 


Ebberts, John, Shoe Co., Buffalo, N. Y. 


Edwards, J., & Co., Philadelphia, Pa., 
Back Cover 


Evans, L. B., Son Co., Wakefield, Mass..... 56 


Freeman Shoe Corp., Beloit, Wis 


Freeman-Thompson Shoe Co., St. 
DS esas cbasset ests ocad eb bekeV esees 56 


Godman, H. C., Co., Columbus, Ohio 


Jefferson Shoe Mfg. Co., Newton, N. J..... 49 
Juvenile Shoe Corp., Aurora, Mo........... 53 


Kendall Shoe Co., Haverhill, Mass 
Nettleton, A. E., Syracuse, N. Y 
Old Colony Shoe Co., Brockton, Mass 
Packard, M. A., Co., Brockton, Mass 


Richards & Brennan Co., Randolph, Mass.. 54 
Roth Shoe Co., Philadelphia, Pa. 


Smith, J. P., Shoe Co., Inc., Chicago, Ill... 5 
Stacy-Adams Co., Brockton, Mass. 
Stetson-Abbott Shoe Co., Auburn, Me. 


Thayer, N. B., Shoe Co., East Rochester, 
N. H. 52 


United Shoe Mfg. Co., St. Louis, Mo 
Vitality Shoe Co., St. Louis, Mo. 


Grove, 


Wiswell Treanor Shoe Co., Cedar 
Wis. 











A BUYING GUIDE TO 
/-OUR ADVERTISERY 


“IN THIS 


IYSUE , 





LEATHER AND OTHER MATERIALS 


Amalgamated Leather Cos., Inc., Wilming- 
ton, Del. 33 


Armstrong Cork Co., 


a & Almy Chemical Co., Cambridge, os 


Evans, John R., & Co., Camden, N. J....30-31 


Levor, G., & Co., New York City 
Ohio Leather Co., Girard, Ohio 


Surpass Leather Co., No. Phila., Pa 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 


DRESSINGS, ETC. 


Compo Shoe Mach. Corp., Boston and New 9s 


United Last Co., Boston, Mass 3rd Cover 


United Shoe Machinery Corp., Boston, 
BOOES  “Setesccgetescivubbsstaniied 42-43-44-45 


Vulean Corporation, Portsmouth, Ohio, 
Front Cover 


SHOE ACCESSORIES 


_e. O. A., Tree Mach. Co., Brockton, ~ 


Mitchell Mfg. Co., Portsmouth, Ohio 


Scholl Mfg. Co., Chicago, Ill 


SHOE STORE EQUIPMENT 
Shoe Form Co., Auburn, N. Y..........+06 54 


MISCELLANEOUS 
American Weekly, New York City 


Illinois College of Chiropody, Chicago, IIl.. 
Kirsch-Blacher Co., Inc., New York City... 


Mandel Engraving Co., Milwaukee, Wis.... 
Marbridge Bldg., New York City 


a 


‘Prior Art in Design Patents 


[CONTINUED FROM PAGB 17] 

Barr & Co., New York City. 

John Coward, New York City. 

George Seely, New York City. 

Robert White, New York City. 

Curtis, Stephens-Embry Co., Reading, 
Pa. 

Carson, Pirie & Scott Co., Chicago, 
Tl. 

Carlisle Shoe Company, Carlisle, Pa, 

Morris Lapidus, Brooklyn, N. Y. 


Joseph W. McGee, care of McGee Die 
& Pattern Co., New York City. 


Cantilever Shoe Corporation, Brook- 
lyn, N. Y. 

Baber & Company, New York City. 

Fortnum & Mason, New York City. 


“The following patents will be relied 
upon and offered in evidence at the trial 
of the cause to show the state of the art 
existing prior to the date of the inven- 
tion of the patents in suit: 


Patent 
No. Patentee 


87,259 S. Borchardt 
37,718 J. B. Welch 
68,994 J. P. Burns 
65,515 F. M. Bohr 
275,276 C. Miller 
70,317 L. J. Coblentz 
64,213 U. L. Staples 
472,711 E. G. Miles 
45,412 H.'G. Dean 
143,148 G. B. Hart 
440,807 J. D. Griffen 
440,806 J. D. Griffen 
87,655 P.S. Foster 
102,352 R. Wright 
726,778 J.S. Smith 
960,545 W. H. Harris 
261,487 R. Vollschwitz Jan. 22, 1867 
1,876,529 S. Grant May _ 3, 1921 
1,467,919 I.C. Blumenthal Sept. 11, 1923 
1,057,652 A.iG. Mead Apr. 1, 1913 
748,911 J. T. Allinson 
1 Jan. 19, 1904 


et a 
338,569 E. Thayer Mar. 23, 1886 
1,187, 778 R. D. Paskett June 20, 1916 
1,407, 992 W.S. H. Doody Feg. 28, 1922 
125, 400 A. Lawson Apr. 9, 1872 


By this action, design patents as 
such, are in competition with examples 
of “prior art” and until Congress clar- 
ifies the subject, it would appear that 
there are still great difficulties in proof 

of “a design patent, if it is to be held 
valid, must have about it something of 
genius of invention.” 


Date 


Feb. 28, 1905 
Dec. 5, 1905 
Sept. 13, 1921 
Sept. 2, 1924 
May 22, 1928 
June 8, 1926 
Mar. 11, 1924 
Apr. 12, 1892 
Mar. 17, 1914 
Sept. 23, 1873 
Nov. 18, 1890 
Nov. 18, 1890 
Mar. 9, 1869 
Apr. 26, 1870 
Apr. 28, 1903 
June 7, 1910 
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Shoe Men’s Outing 


RocHESTER, N. Y.—Post mortems on 
past games were in order Sunday when 
members of the Rochester Retail Shoe 
Dealers’ Bowling League closed their 
season with an outing at Whittier’s 
Lodge, near Lake Ontario. 

Games, eating and planning for next 
season were chief features of the pro- 
gram. R. F. Natalie, president of the 
league, was in charge of the affair, as- 
sisted by a committee composed of Lu 
Schulties, William McGlynn, George 
Kalb, Ernest Ribistine, Robert Moore, 
A, Steward, A. Jagger, C. Sample and 
0. Brightfield. 


New Merrit Store 


BLOOMINGTON, IND.—Mr. and Mrs. 
Homer Ruth, formerly proprietors of 
the Thrift Shoe Store here, lately dis- 
continued, have announced that they 
will open the Merrit Shoe Company, a 
retail store, on the south side of the 
public square. 


New Muncie Store 


MunNcIE, IND.—A new shoe store 
opened here July 2 with O. L. Win- 
gerter, proprietor. The firm name is 
Wink’s Red Goose Shoe Store, and it is 
located at 214 South Mulberry Street. 
Mr. Wingerter has been in business 
here for 12 years and then became man- 
ager of a shoe store. He recently de- 
cided to return to business for himself. 
He will deal in popular priced shoes for 
the entire family. 


Receivers Named 


PATERSON, N. J.—Henry Williams and 
Harry Joelson, judge of the police 
court, which were named as the re- 
ceivers of the Universal Full Fashioned 
Hosiery Company, have applied to the 
courts for permission to pay 70 per 
cent of the wages due employees of 
the company when it became insolvent. 


Opens Texas Branch 


‘BALTIMORE, Mp.—The Chieftain Man- 
ufacturing Company, Inc., Baltimore, 
Md., manufacturers of shoe polishes, 
shoe, leather and hat dyes has effected 
another expansion in keeping with its 
plans to market its products on a na- 


tional scale. A branch warehouse and 
sales department have been established 
in Dallas, Tex. This is the: second ex- 
pansion of the concern in approximately 
six months, having opened, last Fall, a 
similar branch in Chicago. 

Last Fall the Chieftain Manufactur- 
ing Co. added new automatic equipment 
which was designed to enable the con- 
cern to double its output and additional 
manufacturing space in the plant was 
provided for. Because of this plant im- 
provement and enlargement the concern 
is in a position to adequately take care 
of the additional business being se- 
cured through the Chicago and Dallas 
branches. The Chieftain concern is 
headed by J. D. Steele, its founder and 





president, 
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~ Teach Your Salesmen to Sell 


[CONTINUED FROM PAGE 36] 


your hardest customers are the men 
that have been in the retail. business 
for a number of years, whether it: be 
shoes or any other merchandise. 


“You do not spend your money for 
things that you do not like, so why in- 
sist on your customers doing this? 
However, many times you will be able 
to change the customer’s mind—by 
showing plenty of merchandise, and 
above all, being pleasant. 

“If possible, find out from this party 
as you wait upon him, if he plays golf, 
bowls, goes to fights or wrestling 
matches, or is interested in any type of 
sport. 

“Many, many times I have found if 
we could get this party’s thoughts away 
from shoes and get him to talking 
about his special “hobby”—you will be 
able to sell him shoes, not only for just 
this one time. 

“We have found this particular type 
man is the best of all boosters once you 
please him, and sell him shoes which 
are to his liking. He will come back 
and call for you, because you have 
shown him you are interested in his 
particular hobby. 

“Also, after finding out this man’s 
hobby make a note of same and enter 
it on the card file record. It will help 
you very much on his next call. You 
cannot remember the hobbies of all the 
customers you serve. We have always 
found it a good plan to ask each man if 
he has purchased shoes of us before, 
if his present shoes are not ours. If 
he has purchased shoes here before, go 
to the files and get out the cards. This 
will assist you very much, as to the type 
of shoe he has purchased and also to 
his hobbies. 

“If you can show him a card with 
his name, address, size, type of shoe 
purchased, and price paid for them, it 
naturally will make him feel better 
toward the store and you. 

“Second, your next customer may 
be a man that does not know just what 
he wants. So be very careful to study 
him and not show too many shoes to 
this party. Help and assist him in 
every way possible. Showing him too 
many shoes will only confuse him that 
much more. 

“Third, A price customer wants at 
all times $10.00 or $12.00 shoe value 
for $6.00, $7.00 or $8.00. Explain to 
him the fitting qualities of the better 
shoes as we have advised. 

“These better shoes are left on the 
lasts in the factory much longer, to 
dry out thoroughly. That they are 
made of imported calfskins, giving 
him that much extra fineness and foot 
pleasure, qualities only found in the 
better shoes. Also that the insoles are 
of different qualities and weights, so 
that he will not have that burning sen- 
sation in the first few wearings, which 
is generally found in low priced shoes. 
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“If a man calls for $6.00 or $7.00 
shoes out of your window, do not take 
him this one style in the proper size, 
but pick out a similar’ style at. $8.50 
or $10.00 and give him thereason he 
should purchase this better shoe. 

“If a man.or. boy enters our store 
and insists on buying his shoes too 
small, whether it be too short or too 
narrow, call me or the floor man and 
we will OK. the check for you. Other- 
wise, if you do not have these checks 
OK’d and the- party returns with this 
pair of shoes too small, we will give 
him a new pair free of charge, and 
charge you with the retail price of this 
pair. This is just a warning to you 
men to be careful. 

“Be sure you do not promise a cus- 
tomer to deliver to his home or office, 
any shoes or repair jobs at a certain 
time unless you are positive about the 
time that they will be delivered. Repair 
and delivery jobs promised at a certain 
time and not delivered at the particu- 
lar time promised, will run away from 
our store more customers than all the 
advertising we can possibly do to bring 
them in. 

“If a customer enters our store and 
each salesman is busy, whichever man 
is closest to the door should excuse 
himself from his customer and seat 
this new customer, advising him that 
he will have a salesman with him in a 
few minutes. Try and seat this new 
man next to one of our salesmen han- 
dling only one customer, that he in 
turn may have some opportunity to 
get the shoes off. Customers with their 
shoes off are much more patient, easier 
to sell, and not nearly so apt to walk 
out, as customers waiting with their 
shoes on. 

“How many of you men are sell- 
ing shoes to your druggist, milkman, 
grocery man, meat market man, garage 
man, filling station man, clothing store 
man, hat man—in fact, any men that 
you spend money with. Throughout 
the year, if we could all sell these men 
mentioned, it would add heaps of pairs 
to our store. It seems to me if you 
men spend money with the above-men- 
tioned men, they in turn should show 
you this same courtesy and buy Bos- 
tonian Shoes of you. 

“Also do not forget we have sox, 
ties, suspenders, garters, house slip- 
pers, golf shoes, bowling shoes, and 
shoe trees for you to sell—which will 
help you very much on your weekly or 
monthly sales and your salary. 

“Last but not least, men are all 
alike. They do appreciate attention, 
courtesy and heaps of service where 
they spend their money—so let’s all 
try to give them all of these things 


100 per cent!” 








BUY as you SELL 


And Avoid Frozen Capital in End Sizes 


The Recorder Stock and Daily Sales Record Help: 
You Do Just That! 


Insures Accuracy of Buying Judgment 








Minsk “If a $5 Gold Piece Falls Thru 
om a Crack in the Floor”’—is the 
conan title of our instruction brochure 
a for keeping stock records:— 
leather back 

‘unl ‘eeciisiin, Supplied with each order for 
gold lettering the Stock Record System. 











One hour a day keeps your records com- 
plete— 

Every sale and purchase recorded— 
Visible daily turnover and sales report— 
with monthly inventory of each stock 
number— 

Shoes on hand, on order, due, returns, 
transfers in or out from branch stores— 


FOR GROUP OWNED STORES 


—the Stock Record System used in con- 
junction with the MASTER STOCK 
SHEET and the central office CONTROL 
FORM, also a COMPARISON FORM for 
sales of total pairs by seasons and years, 
gives the merchant-owner complete stock 
control with style and sale trend. 
















COMPARISON FORM 









we 





MASTER STOCK swerY 










Fi jee MONTHLY INVENTORY sroce no. Je¢e 


400 RECORRER STOCK RECORD SYSTEM 


ee noe ee terme tn Tata 


ware or care te vow 












aa Pet, Leather 1 Strap caarame Pat. 








Complete Working Outfit.....:. 
(West of Denver ..... 


Consists of: 








Black Cloth binder—11*4” x 1334”...... $1.50 
OR: DeLuxe Imitation Leather......... 2.00 
100 Daily Sales and Stock Sheets, (Form 
aenennn #100) and 1 Comparison Form...... 2.50 
ss 2 Inventory Pads (100 sheets)........... 0.50 
2 Buying Order Pads (50 sheets)........ 0.50 
(or 4 of each, as preferred) 
1000 Carton Tickets and Clips.......... 


Above, not including Carton Tickets..... 
(West of Denver......... $5.50) 


Postage Prepaid—Check with order, please. 
Orders filled for any forms preferred. 





(New Revised Fifth Edition) 
Your choice of DeLuxe flexible imitation leather binder shown above, Shoe Carton Tickets and Clips: 








or—Black cloth binder below. 
Special Quantity Price: ME rani Souda comb Tinie te geass ec eecec ten. $0.50 
400—Daily Sales and Stock Sheets (Form No. 100)............... $9.00 adidedl vases scumeks wins esas 6 ies aetnes 1.25 
PROFIT CHARTS—25c. each; an accurate method of figuring Ns ccbebie dosh wpb wad dlbaasle dpb ies cao an 2.25 
WRITE FOR OUR pirglling prices. ON STOCK-TURN. 5000 (per thousand) .............eeeeees 2.00 
| 
| MERCHANTS SERVICE DEPARTMENT 
| Boot and Shoe Recorder 
367 WEST ADAMS ST. CHICAGO, ILLINOIS 










Boot AND SHOE RECORDER 
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